yc oy in the sale of appli- 
Aances initiated by the electric utilities 
and carried through with the retailers and 
listributors has been a most powerful force 
in equipping many millions of American 
homes with the electrical devices on which 
they rely for health and comfort. 

Now the industry is faced with the re- 
sponsibility of keeping all these appliances, 
(55 million motor driven appliances alone) 
in useful performance. They require serv- 
ice and will require service in increasing 
measure as the months pass. The situation 
today is not good, and may become disas- 
trously worse. The remedy is in cooperation 
again, between all industry elements and the 
utilities should take the leadership in organ- 
izing and coordinating to the end that the 
best use may be made of all resources and 
the public be served. 

A careful study of an area containing 
nearly half a million wired homes in an 
Eastern industrial state recently made for 
a group of electric power companies, pre- 
sents a picture that may be typical of other 
large sections of the country. It is so in- 
structive in its facts, and so constructive in 
its recommendations that we extract the 
following for its interest to the industry. 


Analysis Dealer Servicing Facilities 


“Dealer service surveys have been conducted 
throughout the state, in order to list and 
analyze dealer servicing facilities. The findings 
are being checked with distributor and manu- 
facturer organizations, and the results indexed 
by brands. The use of this brand servicing in- 
dex will allow a company service department, 
sales department, or anyone specially appointed 
for this work, to properly direct customer serv- 
ice calls on appliances the company does not 
handle and is not prepared to service. 

It is highly important from a customer rela- 
tion standpoint for this service call to be 
handled intelligently and accurately. Let us say 
that a customer with an X brand refrigerator 
out of operation, calls the company for help; 
normally the service department gets the call 
and suggests to the customer that they call 
their dealer for service. The customer advises 
that they have tried, but the dealer is out of 
business. If this call can be properly directed 
to a servicing agency where the customer can 
get help, all goes well. However, if the cus- 
tomer is told that the company doesn’t service 
this brand of refrigerator and can’t help, or 
there is an appearance of indifference or re- 
luctance to help, customer relations will suffer. 

Multiply this by the hundreds of brands 
represented in washers, refrigerators, ranges, 
vac cleaners, ironers, etc., and the proper di- 
rection and handling is a problem—in the 
washer field alone there are 205 brands. To 
paint the picture just a bit, assume that this 
customer has two children and is getting milk 
delivery once a week, refrigeration to this cus- 
tomer is mighty important. Or assume that it 
is a defense family and the woman works, 
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lose the use of either the refrigerator, washer 
or vac cleaner is a serious inconvenience. 

Complete analysis of dealer servicing facili- 
ties is not quite finished in all districts, but 
from the information received thus far it ap- 
pears that the number of servicing dealers, who 
may be expected to remain in business and the 
manpower and facilities they now possess, is 
totally inadequate for the service job at hand. 
There are thousands of pieces of electrical 
equipment on the lines which have been sold 
by the small appliance dealers, radio shops, gas- 
oline stations and tire stores, now out of busi 
ness. Most of this equipment will have to be 
serviced by the small nucleus of servicing deal 
ers and service agencies remaining in the pic- 
ture, if the utility company is to avoid taking 
over this additional service work. It can only 
be done if the man power and fac ilisies of this 
small group can be increased. It is important 
therefore, | think, for the company to extend 
every help possible to keep this small group 
alive and functioning. 


Problems of the Servicing Dealer 


How to get trained service men. 
How to get repair parts. 
Transportation. 
4. How to increase the customer service 
charge to cover increased labor costs, under 
present O.P.A. price limitations. 


Meeting the Serviceman Shortage 


In a defense area the market for new men 
to train for appliance service lies with the young 
men 17 to 18, mechanically inclined or in 
training in trade schools, and the elderly 
mechanic around 55 or over, unable to stand 
the pressure of defense work. Some of the 
dealers have had temporary success with the 
young men, but eventually lose them to defense 
work. The trade schools have been very co- 
operative in helping with this problem, but at 
the present are crowded and the emphasis is on 
training for war work. The older man with 
some experience as a mechanic is at present 
the best prospect I have found for appliance 
repair work. His training period is short, he 
is steady on the job and makes a good impres- 
sion on the customer. The difficulty, of course, 
is finding these men and then training them. 
It isn’t an easy task, but it can be done. 


Repair Parts 


The appliance manufacturers, so far, have 
been able to make fairly prompt deliveries on 
refrigeration replacement units and some dis- 
tributors have tried to maintain a small stock. 
However, I learn from two manufacturers’ rep 
resentatives that critical material limitations 
is imposing a serious shortage on parts for 
refrigeration units and there will be a_ real 
shortage here before very long. On the off 
brand merchandise there is already some delay 
in getting replacement units. Serious parts de 
lay at the moment is in controls, door hard- 
ware and door gaskets. In the washer field we 
are already getting severe parts shortage 
which keeps machines out of operation from 
four to six weeks. One manufacturer is back- 
ordered on post and gear assemblies seven to 
eight thousand orders, another is unable to 
promise post and gear washer parts short of 


four weeks. Parts for small appliances and 
wire for heating elements seem almost impos- 
sible to obtain. 


Distributor and Manufacturer Help 


The Distributors are contributing very lim 
ited help with the service problem. Their rev 
enue from the sale of appliances has ceased and 
most of them are engaged in trying to find 
some other source. A few have one man 
service departments and a very small stock oi 
parts. They are offering to help their dealers 
within certain limitations. They will service 
some equipment sent in by the dealers and en 
deavor to secure replacement units and parts 
from the manufacturer. Some of them are out 
of business and many. of them are wondering 
how long they can afford to lose money ani 
stay open. 

Manufacturers of the better known brands 
are making a real attempt to set up and stock 
well located parts depots. They are advising 
the dealers, through the distributors or direct, 
of their facilities and how to use them. Appli- 
ances may be shipped in for repair or parts 
will be shipped upon receipt of the part to be 
replaced. Refrigeration replacement units are 
shipped on dealers’ order and a set time 
allowed for return of old units. Manufacturers’ 
representatives, that I have talked to, predict 
a very severe shortage in refrigeration replace- 
ment units. 


What the Utility Can Do to Help 


Help servicing dealers obtain men _ for 
service training. 

Run service training schools. 

3. Offer company service help on tough jobs. 

4. Offer shop facilities for difficult repair 
work. 

5. Maintain heavy stocks of repair materials 
and allow dealers to draw on these stocks in 
emergency. 

Help dealers get repair parts. If neces- 
sary, finance purchases or buy and stock parts, 
subject to dealers’ call and payment as used. 

7. Make service data available to dealer 
service organizations; catalogs, service, sheets, 
wiring diagrams, parts lists, service guide books, 
etc. 

8. Make somebody responsible for seeing 
that this service problem gets attention. 


Pooling Service Resources 


As this service problem becomes more acute, 
I believe it is going to be necessary to pooi 
all available resources in manpower and parts. 
A pooling operation locally would not be too 
difficult, the servicing group is small and it 
would be easy to check resources and plan joint 
action. The Utility would have to act as a 
clearing house for the work to be done, direct 
the operation and act as an exchange on parts 
and men. State-wide pooling would need to be 
operated as a cooperative effort between the 
Utility Companies, requiring the gathering, 
pooling, and distributing of information on part 
stocks.” 
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No maze of alphabetical documents, no long drawn out 


correspondence with Washington necessary in most cases 


pump equipment.......... (give tact = Is ‘ree to buy a great 
he fer many things, but the dealer should 
ip w t the production and care of crops, isk him to sign this statement with hi- 
vst ' I Durte livestock, or other produce on a purchase : 
farm (elsewhere in the case of 
e pe poultry.) The following equipment...... 
installation of one or more of the 
ee ee. (Order L-26d) following items of farm machinery 
We ; and equipment; milking machines, 
ight Tow g Q Phe dealer merely keeps this with his water cooled engines, cream sep- 
¢ dep \1 ul le Is i it least two vears arators, milk coolers, butter mak- 
e g g kk | Chere eed for making anv appl ing equipment, water pumps, live- 
tion to War Production Boar stock individual drinking cups, 
Mr. Le ii livestock watering bowls, hog 
ible. If troughs, stocktanks, stock tank 
th Lew ‘ or heaters, incubators, brooders, 
. . \ cale nee to the actual building of supplies. 
. handicapped as his output (From Order L-79) 
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“What if the customer is a subur 
banite—a family that lives in the coun 
try but does not farm?” 

“Oh, he’s not eligible unless he is 
ictually growing a crop, feeding live 
stock or poultry,” replied Mr. Lewis 
“You can sell him a rebuilt or a trade 
in Water system, but otherwise he has 
to go through the rigamarole of filling 
out an application blank called PD-1A 
(which can be obtained by writing 
your nearest War Production Board 
ttice) sending it in, and taking a 
chance on getting it approved.” 

\nd that brings us to the motive for 
writing this story. Up to recently all 
of the War Production Board doings 
were vague and distant to the averag: 
retailer. They touched the manutac 
turer, but not him. Its publications 
were couched in legal language, hard 
to understand. The dealer read in the 


newspapers about water systems, sinks 


and electric ranges being frozen, and 


in all too many cases he decided to sit 
tight with his stock waiting for sonx 
tticial, legal notice from Washingtor 
(which, incidentally, will never come 
is WPB relies on newspapers ). 


Here's an example, The other ay 
t man called on the Ace Hardware 
Store in) Ripon, Wisconsin. Three 


Youngstown Pressed Steel sinks wer: 
on display. 

“What are vou going to do wit! 
them?” he asked. 


“Oh, we can't. sell them—they'r 


frozen,” was the reply. “I gues- 


we'll have to hold them until the army 
or somebody from the governme 
comes around and picks them up.” 
Now, as a matter of fact there ai 
probably a dozen families in’ Ripor 
who are perfect] 
sinks without any monkeyving arow 
with priorities, either If their ol 
sink has gone bad and needs replacit . 
opinion the 


and the plumber’s 


final word on that—they can walk int 


the Ace Hardware Store and. by 


Just because merchandise is frozen by govern- 
mental order, does not necessarily mean that it 
cannot be sold. Many dealers are laboring under 
misapprehension on this point. If the customer 
can prove, as many easily can, a definite need, the 
sale may be negotiated. 
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By TOM F. BLACKBURN 


Families living in the country but not farming do not qualify as 
eligible to buy water systems and other farm equipment. They 


must be actually feeding livestock or poultry and have definite 
proven need of the appliance in the operation of the farm. 


sale, 


VPS sink, simply | 


y writing a note 


like the following: 


| hereby certify that the pur- 
ge is necessary as 
a replacement and that repair of 
the unit being replaced is imprac- 
ticable. | further specify: 
1. Name of unit being removed. . 
2. Name of part or parts that 


3. Give age, model, make, size and 
serial number (where avail- 
able) of such unit or parts... 

4. Give model make, size and 
serial number (where avail- 
able) of replacing unit....... 

Users name....... 


(Priority Purchase under P-84) 


Now take electric ranges, 
hose in hands 
certain 


Recently 
dealers released 
under 
\gain it is to he 


were 
restrictions. 
noticed that no vast 
is Necessary, no filling out 
1 application blanks or waiting. 
\ny one living in a house that has 


maper work 


wen wired for an electric range and 
vhose old cooking have 
layed out or who has none (as in a 


facilities 


lew house) can buy an electric range. 
lhe dealer should find out, in advance, 
vhether wiring supplies are available 
» hook up the range properly. 
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But that being the case, the word of 
the man who installed the new range 
that the old one is beyond repair is 
all that Seller and buyer 
are jointly responsible. 

The dealer should ask the customer 
to fill out a note similar to the one 
given in the foregoing paragraphs and 
keep it with his records, That's all 
there is to it. 

In the selling of restricted merchan- 
dise, the only customer that is likely 
to call for a lot of filling out of WPB 
documents and applications is the 
townsman who thinks he ought to 


is needed. 


have a water some local in- 
dustry or institution that wants to pur- 


chase something out of 


systenl, 


bounds. In 
this case it is necessary to write the 
WPB for blank PD-1A,. Have the 
prospect fill this out and send it in. 
If it comes back approved, and it is 
likely if the industry is in war work, 
you may sell. 

Something that confuses dealers is 
the purchasing by government bodies. 
ELECTRICAL MERCHANDISING chanced 
to be present when a government em 
ployee stomped into a place and de- 
manded all the stock. He 


fans in 


TYPE OUT YOUR OWN FORMS. 


A surprise to most dealers is the fact that no long drawn out 
filling out of papers is necessary to sell restricted merchandise. 

You can type out your own short forms, copy for which is given 
in this story. Have the customer sign one when he buys, and keep 


them with your records. 


That's all there is to it, nine times out of ten. 


"We have come upon a new way of doing business,” J. C. 
Schmidtbauer of Westinghouse Electric Supply said recently. “And 
it will behoove dealers to learn the ropes." 

He went on to relate how a Wisconsin dealer had put through 
the sale of 34 motors recently by going to farmers and seeing that 
they signed the proper pe: Sat Fay In today's selling one must 
know the government angle as well as the customer's to get business. 
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waved around a piece of paper which, 
the dealer didn’t know 
federate bill, and declared this gave him 
priority. Now the dealer was carrying 


from a con 


those fans for his old customers and re 
fused to sell. The 
declared he had to. WPB told Exec 
rRICAL MERCHANDISING that it) wa 
optional to whom the dealer sold hi 
stock—it was his privilege to pick | ip 


government 


customers. 


\nother point of interest 


‘ 
is the fact 


lo dealer 
that it is for 
them to send customer statemg@nts to 
distributors, wholesalers or Mmanufa 
turers in ordering new merehandise 
And it should be remembered that. on 
sales of less than $5 ther@ is no need 
to get signed statements. 
WPB’s aim is 
minimum of paper work: 
is vital to 


to carry on with, a 
If the equip 
ment prodyction. or needed 
to keep machipery, functioning, it car 


Phe dealer should 


keep statenients ftrom-his customers for 


ordinarily, he? sold, 


his protection It's allea Jot 


sounds—at least it was as thi 
written, July 29, 1942 
When in doubt consult vou 
Warm Production Board 
veabare in doubt the 
Iethat there are 


than it 
Wats 
Neares! 

ire 10 te 


restriction 


CHANCES 


priority 
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BRANDT started in as 
stock boy to the late Frank Adam 
Electric Company in 1904. In 1924 h 
took over the business. Today if you 

to see him word will probably 
ome up that he is out on his farm 
in the Ozarks running a tractor and 
‘njoving life. 

The Brandt Electric Company has 
probably sold 25,000 washing machines 
to the good people of St. Louis. Be- 
cause everything electrical that is sold 
inust be kept running, Arthur Brandt 

as always considered a repair depart- 
ent an essential part of the business. 


Today, the repair department rocks 


m as usual except that possibly the 


Anything 


Brandt's, in St. Louis, Shows How an Old Established Service Organization Works 


hurry-scurry of recent months has 
thrown in a lot of extra business. It 
is estimated that 10,000 units, up to 
2,000 a month, go through the depart- 
ment, and at a profit. 

Pictures on this page illustrate some 
of the fundamentals of operating that 
this old established shop has discov- 
ered. The foremost rule is to get cash 
on the barrelhead for repairs. There 
is no use fiddling around collecting on 
a small repair order. Second innova- 
tion is the quick appraisal of repair 
costs. Three forms take care of the 
entire job, and are illustrated here. 
For further details follow appliances 


through the “factory.” 


Each workman is a specialist. Small appliances, for example, go to this lad in the 
white shirt. 


Arthur J. Brandt shows how simple the forms are at the outgoing basket. 


Veteran estimator Albert H. Sprehe seizes the device, gives it a quick test on his 
bench and writes out an estimate which is O.K'd downstairs by the customer. 


Lamps usually pass over this bench, but right now this gentleman is catching up with 
the electric fan business. 


God of the machine who keeps things rolling in the repair department is Erwin 
Brandt, younger brother of proprietor Arthur. 


plianc 


While the customer waits, the broken ap- One of the largest parts inventories in St. Louis is This map is a necessity these days when precious rubber makes grouping 
pliance is shot upstairs in a small elevator. constantly drawn on for materials needed for repair. of pick-up and delivery orders vitally necessary. There is not a waste 
motion necessary now. 


Here is where good little trade-ins go when they are rebuilt and 
shiny as new. Salesmen bring prospects up here on the elevator. 


SALESMAN any 
SHEET 
Nature of Pain RECE|p T Date 
to the appliance, are all that is neces- Ne RS op — 


sary to keep books on service Brandt - 


1 
Electric Co. has found. A 


IRs 
Fon Casy, 
re) 
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Dealer 


HAV] 


the art 


read with much interest 


icle appearing im ELECTRI 


mable tr ial 


With this statement 


in mind [| should like the opportunity 


i showing why this regulation should 
ye changed in the interest of the public, 


is well as dealers affected. 


Did OPA Permit Price Rise? 


Both in Mr. Waterston’s article and 


in the appendix to the regulation itself 


the point is stressed that since used 


refrigerator prices had been depressed 


by the low prices on new boxes, OPA 


permitted prices to rise 
mm October to February until it felt 
hey had reached a fair level. (Mr. 
article claims this rise 
approximately 20%.) 
)PA may have figures from its sur- 


vevs that would indicate such rises in 


price had taken place, but its method 


ving at prices in Regulation 139 
reflect this adjust 


CAL MERCHANDISING, by Albe 
m, principal business econo 
Consumer’s Durable (Goods 
Branch, Division of the OPA, which 
| ge the answer of OPA to the 
ests lealers affected by Regula 
m 139 Mr. Waterston dicates 
wuch of the criticism to Regula- 
ion 139 mased 
egulatior | selt tails t 
st serious accordingly 
je ive been pointed ou 
icle While nie gets t 
pression i tlie yp eld out Waterston s 
it the regulat vill be changed, amounted to 
Waterston tate that th ( 
Other Price \ istratio 
iVs eady » alle ny ) Visio 
) un ite uld not seem 
Picture shows striking comparison of three articles in Urner's store. 
1 Large 9 cu. ft. electric refrigerator, equipped with G. E. motor, powerful 
twin compressor, cooling coils, spacious evaporator, cold control, etc., total 
weight in excess of 400 Ibs 
2 Fifty pound ice box, well insulated, but containing less than twenty pounds 
of steel with total weight of approximately 135 pounds. 
3 Small five-tube radio-clock combination. The ‘Green Book" values the 
refrigerator at $18.00, and OPA sets its selling price at $34.50 “as is", or 
$42.00 “unreconditioned’, and with 90 day guarantee. 
Dealer states on this basis, the ice box at his cost is almost three times as 
valuable as the refrigerator, while the little radio's value is the same as the 
refrigerator. Dealer Urner feels there is a mistake somewhere. 
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iment, because the prices are based on 
the 1942 Blue Book which appeared 
between October 1941, and February 
1942, and reduces the base values of 
every retrigerator the dealer would 
have had in his stock. OPA states 
the formula used by it for arriving at 
the retail prices was based on general 
practice in the trade. (‘The study 
conducted by this office indicated the 
50% markup was widely used by 
both the reconditioner and the dealer 
who purchased from the recondi- 
tioner.” Page 6 Appendix to regu- 
lation). 

Now if the formula for figuring” re- 
tail prices was the general practice 
of the industry and the prices of the 
1942 Blue Book materially reduced the 
base values, then how can it be sup- 
ported that the retail prices were per 
mitted to rise? For example if I had 
in my stock in October 1941, a 1937 
Gibson, Model PceB 797, and if Regula- 
tion 139 had been in effect, | would 
have sold this refrigerator for $75.00 
(unreconditioned). Ii carried it 
over and offered it for sale after May 
1942, | would have to sell the same 
refrigerator for $45.00. Now it may 
be argued that another year has rolled 
iround which is true, but I submit 
that a decrease of $30.00 in this re 
frigerator between October 1941 and 
May 1942 is not justified, and under 
no circumstances can it be figured that 
| have been allowed a 206, increase in 
the price. This instance shows a 
greater differential than some others, 
but the principle is the same 

Phe OPA) states that its formula 
was arrived at by study of the trade 
practice——it uses base prices in_ the 
1942 Blue Book—these prices are all 
reduced from the 1941 level. It there- 
fore appears that any refrigerators 
dealers may have accumulated from 
their 1941 operation would have to be 
sold at substantial reductions from the 
1941 level of prices, 


Do The Base Prices Reflect 
Fair Values? 


Whether the prices found the 
Blue Book and the Green Book reflect 
t fair level of values could be the sub- 
ject of much argument. Mr. Waters- 
ton states—"Prices demanded by own- 
ers of used refrigerators mounted until 
they were considerably above the 
prices quoted in the Blue Book or 
Green Book. These prices are infla- 
tionary; they must sink to normal 
levels.” Perhaps there is something 
to be said for the owners of used 
refrigerators who may have had to 
take too much depreciation in their 
equipment because of highly competi- 
tive conditions in connection with the 
sale of new boxes. I know the tax 
collectors in this area do not appraise 


By DAVID 
E. URNER 


[ppliance Deales 
Bakersfield, Calif 


refrigerators in homes at. levels ot 
$20.00 to $30.00 for 1935 and 1936 
models. In some cases even 1937 
boxes are valued as low as $10.00 in 
the Blue Book. If you had purchased 
a refrigerator in 1938 at $289.95 (for 
example) I imagine you would ques 
tion the judgment of any expert whi 
would value it in 1942 at $32.00, and 
would hardly consider it inflationary to 
demand a higher and fairer value o1 
your investment. The OPA, in being 
so highly solicitous of the interests ot 
the portion of the public wanting t 
buy used refrigerators, seems to have 
overlooked entirely the interests © 
that portion of the public who may 
need to sell or dispose of its refriger 
ators. I submit the interests of some 
19 millions of owners of refrigerators 
are entitled to consideration. 


Mr. Waterston's Example 


Mr. Waterston uses as an exampl 
in his article the method of determin 
ing the selling price of a 1937 Gil 
fillan Model D-927, a refrigerator that 
is listed only in the Green Book. It is 
listed at $18.00. 
ator in my store, 
picture. ) 


| have that retriget 
(See accompanying 
I should like to inquire how 
and by what reasoning it is determined 
the base (or appraised) value of thi- 
refrigerator is $18.00. What can I a- 
a dealer buy for $18.00 that is compar 
able to this in intrinsic value. If I could 
buy that refrigerator for $18.00, the: 
the ice box in the picture is wort! 
almost three times as much as the re 


irigerator, while the little radio on top 


of the refrigerator is worth as much as 
the refrigerator. Obviously this is not 
true, and government 
hardly make it fair to say the least. | 
say that the owner should not dispo» 
of his refrigerator if he didn’t want | 


decree will 


take such a loss would seem unfair i- 


there are many sound reasons whi 
people sell, exchange, or trade-1 
articles that they own. While in thi: 
instance the trade-in was made befor: 
the writer had any knowledge of Regu 


lation 139, and the loss is a dealer los>. 


it is a good example of the way t! 


regulation operates to the disadvantage 


of the public—as no dealer would ste 
in and take that loss now unless he i! 
tended to operate in violation of law. 
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Extreme Case of Deflation 

The above is an extreme case of de- 
flation even ior the Green Book, never- 
theless it is a case in my experience, 
and so is the case of a 1938 refriger- 
ator, originally selling for $289.95, and 
now valued for trade-in purposes at 
$32.00, an example in my experience. 
{nd yet a local working man with 
family to support, and to whom that 
$290.00 represented many hours, even 
many weeks of his labor, finally ac- 
cepted $32.00 for his refrigerator be- 
cause a certain part for repairs was 
not immediately available and he had 
to have a refrigerator in his home. 
We could have and would have 
doubled this offer had it not been for 
Regulation 139. 

The little trade-in manuals valuable 
as they have been to dealers in identi- 
iving models .with their suggested 
values, were never meant | am sure to 
be accurate guides to used refrigerator 
values. The experienced dealer used 
them to supplement his knowledge 
and experience, but not to replace his 
judgment and experience. Regula- 
tion 139, however, freezes these values 
by law and makes it mandatory for 
dealers and public alike to accept them 
ir operate illegally. (Top limits— 
dealer can use lower values). Further 
proof that these suggested values are 
just somebodys opinions and do not 
in many instances reflect the judgment 
if experienced operators, is found in 
the variation of values found in the 
two books themselves. 

Mr. Waterston’s defense of OPA’s 
fixed schedule of prices and values, 
which many dealers feel is often in- 
equitable to owners of refrigerators, as 
well as to dealers, is that of many 
ilternative plans considered this one 
‘combined traditional trade practices 
with simplicity.” It is scant comfort 
to the individual who is asked to 
accept an obvious loss for the sake 
“simplicity’—however inequitable 
values is not the only reason why deal- 
ers have objected to Regulation 139. 


Many Complaints Unanswered 


[ am not going to discuss in detail 
the 21 provisions outlined by the regu- 
laion that must be complied with in 


order for the dealer to sell at a “recon- 
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Us 


In July ELECTRICAL MERCHANDISING printed the proiests of trade 
representatives against Price Regulation 139 on used mechanical refrig- 
erators. In Electrical Merchandising last month Mr. Waterston of OPA 
interpreted the regulation which many in the trade have misunderstood. 


ditioned” price. Harry Alter’s com- 
ments appearing in the July issue of 
ELECTRICAL MERCHANDISING, ably 
point out a number of objections to 
these provisions. Mr. Waterston did 
not attempt to reply to these objec- 
tions. (He did comment, however, 
that Mr. Alter was in error in using 
a $20 figure for allowable recondi- 
tioning costs. Since the difference in 
selling price for unreconditioned and 
reconditioned boxes for 1937 or older 
models is $30 and the dealer 50% 
markup is included in the $30, it would 
seem correct to assume that the allow- 
able cost was $20.) In my opinion 
the average appliance dealer is not 
equipped to meet the reconditioning 
provisions of the regulation, and to 
him the discussion of reconditioned 
prices is purely theoretical. This is 
the class of dealers I represent. Singly 
he is not much of a factor in the used 
refrigerator business, but in the aggre- 
gate these dealers can perform an in- 
estimable service for the people of the 
country, both from the standpoint of 
servicing refrigerators in use, and in 
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repairing and putting into circulation 
again thousands of used refrigerators. 
Under the provisions of Regulation 139 
these dealers will either have to sell 
their used refrigerators “as is” or 
“unreconditioned.” The dealer is per- 
forming very little service of value 
to his customers by selling ‘as is.” 


Customary Repair Practice 


Most refrigerators traded in need re- 
pairs of some sort or another. They 
should be cleaned to make them pre- 
sentable. The customary practice in 
handling used refrigerators has been 
to clean them up; make all minor re- 
pairs and adjustments in their own 
shop; send away to larger operators 
and manufacturer’s service stations 
sealed units and major overhauls to 
motors, and motor and compressor 
units; repair or replace broken or 
faulty hardware; replace worn out 
gaskets; and paint cabinets that are 
scratched or marred. This is not suf- 
ficient to qualify the refrigerators for 
sale as “reconditioned”— it is certainly 


more than is specified’ for “unrecon- 
ditioned” refrigerators and can hardly 
be done for the additional $5.00 that 
is allowed the dealer by the regula- 
tions. I can find nowhere in the regu- 
lations any provisions for adequate 
compensation to the class of dealers 
I represent. We must have been com- 
pletely overlooked as a factor in the 
used refrigerator business. 


Sealed Units Left Alone 


Sealed ‘units that are found to be 
operating in satisfactory manner are 
left alone by the average appliance 
dealer. In fact it is my understanding 
that many factory branches will not 
accept them for overhaul unless faulty. 
This prevents the dealer from selling 
the refrigerator at the “reconditioned 
price, although it may be necessary to 
replace worn gaskets, repair hardware 
and repaint the cabinets to put them in 
presentable and usable condition. Fur- 
thermore, if the dealer were permitted 


to sell these refrigerators as the “re- 
(Please turn to page 39) 
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What About 


Utilities with no merchan- 
dising program have a 
problem in utilizing the skill 
of a trained selling crew... . 
Here's how the Washing- 
ton Water Power Co. put 


that skill 


HEN the Washington Water 

Power Company of Spokane, 

Wash. announced in January 
that “load building and the sale of 
merchandise was ended for the dura- 
tion”, it simultaneously promised a 
new task for the salesmen in helping 
maintain public relations. Neverthe- 
less the general staff noticed with 
some apprehension that sales morale 
immediately fell to a new low. 

Salesmen could see no real place for 
themselves in the program. Some 
attempted to find work elsewhere, 
some, who wished to maintain their 
contacts, reported for work each 
morning, but marked time during the 
day, others announced that they were 
ashamed to draw their pay without 
earning it. Supervisors reported that 
at the worst less than 10 percent of the 
men were actually at work. 

It was obvious that the salesmen 
were willing and capable—but they 
could see no real task in what they 
were asked to do. They demanded 
tangible results as milestones to mark 
their accomplishments. Government 
restriction programs had, moreover, 
damaged the salesman’s sense of his 
own importance. He began to think 
of himself as a hinderance rather than 
a help in the war effort. The Wash- 
ington Water Power Company set 
about organizing a program which 
would restore the salesman’s feeling of 
importance and responsibility. This 
plan must give the men a sense of 
belonging to the war program and it 
must provide psychological hurdles, 
the overcoming of which would offer 
tangible markers at the close of each 
day to show something accomplished. 


Victory Campaign Introduced 
The new sales program was called 


the Victory Campaign and was aimed 
definitely to supplement the govern- 
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to work and 
helped their public rela- 
tions at the same time 


Jack Hanguar, Spokane sales supervisor, made 5 calls on each of his ten 


4 


ment’s war effort. Salesmen were in- 
structed that their chief aim was to 
render help to the customers who 
needed to know how to get best results 
in the use and care of appliances. 
Furthermore, in support of the com- 
pany’s pledge to devote all of its effort 
toward the war program, salesmen 
were asked to aid by promoting na- 
tional unity, regardless of differences 
in the political and economic field. The 
company was to benefit from the con- 
tinuing revenue of appliances properly 
used and through the information ac- 
quired which enabled it to render a 
better service in meeting customer 
needs, 

In order to help the salesmen who 
found it difficult to change their habit 
of going after tangible orders, the title 
of the men was changed from salesman 
to “neighborhood _ representative”. 
Furthermore each man was required to 
state at the beginning of the interview 
that he “had nothing to sell.” Where 
defense workers were actually in need 
of appliances, he was required to refer 
the prospective customer to local 
dealers. Principally he was supposed 
to instruct the customer as to the use, 
repair and maintenance of appliances. 
He was also expected to obtain infor- 


mation of a statistical nature, as well 
as expressions of customer opinion 
which would be of aid to the company 
in shaping its policies both during and 
after the war. He was to talk patrio- 
tism, to advise against waste, to en- 
courage home methods conducive to 
health and to promote a greater appre- 
ciation of the benefits of electrical 
service. 


10 Questionnaires a Day 


Complete coverage was expected of 
the survey and each salesman was 
given a quota of ten completed ques- 
tionnaires to be filled in per working 
day. If for any reason he failed to 
complete his quota during any one day, 
the blanks piled up on him and must be 
completed during the week. 

The interview was based on a 
printed questionnaire patterned after 
a market survey. Such questions were 
included as: 


1. Do you have any electric appliances 
in your home that need repair? 

2. Do you happen to know what rate 
you now pay for electric service? 
(Circle the amount stated) Ic, 2c, 
3c, 4c, 5c, 6c, 7c, Bc, Ye, 10c. 

3. A great many people will probably 
find it difficult to buy electric ap- 


s to learn how effective was the story his men presented. 


pliances in this area. Do you have 
any electrical appliances in your 
home you would be willing to sell? 

4. If an air raid occurred tonight could 
you blackout your home so that nor- 
mal household routine could be con- 
tinued? 

5. After the war ends do you expect to 
add more appliances to your home? 

6. | now place before you two news- 
paper ads. Do you remember having 
seen either one before? 

7. Do you believe company electric 
rates are as reasonable as govern- 
ment rates would be? 


The men were instruced not to enter 
into arguments or to attempt to color 
answers in any way. On the back of 
the blank the salesman was expected 
to give estimated age, income level, 
sex of the person interviewed and his 
idea of the result he had achieved 
through the interview. After that he 
was told to put the questionnaire away 
and to talk about the war. This was 
not intended to be an occasion for 
argument, but an opportunity to pas 
along wanted and appreciated help. 

Usually he started this part of th: 
talk by handling the customer an at 
tractively prepared booklet which cov 


, (Please turn to page 40) 
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Because the wringer turns in one direction 90 percent of the time, it is possible 
to turn the twin gears end for end and thus get a fresh surface for the side that 
does 90 percent of the travel. 


HERE is a tale of an old lady 
who was attending a church 
testimonial meeting. When 
her time came, she stood up, and said: 
“I have only got two teeth left in my 
head, but thank God they hit!” 
Owners of washers understand and 
are grateful if service men can keep 
them running during these trying 
times. The public has been told by 
the newspapers that there is a short- 
age in appliances and appliance parts, 
so the repair man who has to take the 
short cut, is doing it with the under- 
standing by and large of his customers. 
Ordinarily strict specifications have 
had to go by the board for the dura- 
tion of the war. 


Washer Parts May be Slow 


Washing machine manufacturers 
say that they will have adequate sup- 
plies of most vital parts, but these may 
be slow in coming and may not be 
available in as large quantities as 
liked. Non-essential parts may be lack- 
ing altogether before the war is over. 

We made inquiry of Maytag’s serv- 
ice manager, A. B. Murray, about 
critical parts and about what Maytag 
was doing to meet the situation in 
general. Mr. Murray’s reply was that 
while some parts were slow, as yet 
there were only a few that were really 
critical and that Maytag was doing 
everything possible to make parts 
available. A special research commit- 
tee has been formed purposely to study 
possible substitutions of satisfactory 
and obtainable material, in an effort 
to keep all Maytags in the field run- 
ning and in an attempt to provide an 
answer to every shortage that might 
show up in the future. 

In addition, he said, “We have list- 
ed to our dealers some parts that we 
know are going to be difficult to ob- 
tain and in some cases have worked 
out suggestions that will help the deal- 
ers in making old parts give additional 
service. Here are a few examples of 
how additional service may be obtained 
from the customer’s present parts. 
For instance, most operators use the 
wringer in one direction ninety per- 
cent of the time and accordingly the 
wear comes on one side of the twin 
gear. Therefore, it is perfectly pos- 
sible to turn the twin gear end for 
end and reinstall it in the wringer 
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head. This will permit the dealers 
to do a job of service that will allow 
the customer to get months and maybe 
years of additional satisfaction, all be- 
cause the repair man made the best 
of a difficult situation. 

Use of a new fiber washer may ex- 
tend the life of the lower wringer roll 
for a long time. In the assembly the 
hexagon end of the wringer roll fits 
tightly into the sleeve. Over a period 
of time the washer which assures this 
tight fit may wear thin and let it slip. 
As a result, the sleeve becomes worn 
and allows the hex end to slip around. 
The hardened steel reverse shaft is 
now critically short, the men at May- 
tag declare, and if this washer is re- 
placed so that the hex end of the roll 
fits tightly into the sleeve, considerable 
service can be obtained from the old 
parts. 


Gas-Engine Models 


In Maytag gasoline engine driven 
models the twin multi-motor pistons 
are also critically scarce. It has been 
discovered that pistons which are 
scored can be made serviceable by re- 
moving the high spot with fine sand- 
paper. This will conserve the pistons, 
made from high quality aluminum al- 
loy, and gives perfect satisfaction to 
the customer. 

The brass air valve seat in a single 
cylinder multi-motor Maytag can be 
used on both ends. Take it out in 
usual fashion, clean off any carbon or 
dirt on the top side, and then press it 
back into position with the top side 
down. This will give a good flat sur- 
face against which the air valve can 
seat itself. Be sure to tighten the set 
screw which holds the seat in place. 

Taper pins, bushings, are among the 
many items that should be carefully 
checked before being discarded as un- 
serviceable. 

Illustrated are some of the short 
cuts in using old parts over again, 
but Al Murray asks us to make clear 
that these things are only to be done 
when new parts are lacking and that 
every dealer should do as complete a 
job as possible and not a patchwork. 
After all, the important thing with 
repair men is to keep them washing, 
just like the Air Corps keeps them 
flying. 


GETTING ALONG WITH 
OLD WASHER PARTS 


War shortages inspire temporary short cuts and these 
tips may come in handy when repairing an old machine 


This set of six photographs, taken with a cutaway section, illustrates the proper way to 
get the air valve seat out of a single cylinder multi motor, clean it off and restore it 
with the top side down. This will give a good flat surface against which the air valve 
can seat itself and get twice the wear out of this critical brass part. Be sure to tighten 
the set screw which holds the seat in place. 


This picture illustrates how to head off trouble with a single little fiber washer. It is 
necessary to hold the hexagon end of the roll tightly into the sleeve. A fiber washer 
does this and when it wears thin the hexagon roll often starts slipping and causes wear. 
Inasmuch as supply of the hardened steel reverse shaft is now critically short, be sure to 
see that the washer is always there. 
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HOW TO PREPARE REPORTS UNDER 


Maximum Price Regulation No. 165 


Compliance with regulations governing price ceilings 
on repair and service work requires careful records. 
First report due Sept. 10th to be filed with OPA. 


By HARRY ALTER, ; 


HIS regulation should be care- 

fully studied by every service 

pair organization. Brieflv, 

it providés that no price may be 
charged for appliance repair (refriger- 
ators, radios, toasters, washing ma- 
chine vacuum cleaners, electric ir ms, 
etc.) that is higher than the highest 
price charged for such similar repair 
during March, 1942. There are pro 
visions in the regulation for determin 
ng the ce iling price for repair work 


f such type or kind which was not 
performed during March, 1942, and 
again briefly, such ceiling is the price 
that would have been charged during 
March, 1942 if the service organiza 
tion had been called upon to do that 
particular repair job 

lhere are other provisions which 
cover “seasonal variations in price ;” 
“service not performed during 1942;” 
transfers of business” etc. Interesting 
also is an exemption to the regulation 
for services rendered others than con- 
sumers such as for commercial or in 
dustrial houses 

Generally speaking, MPR No. 165 is 
fair, comprehensive and an honest ef- 
fort in the Administration's anti-infla 
tion drive. 


Records and Reports Required 

However, every appliance repair and 
service organization is faced with an 
immediate and serious problem in com- 
plying with the provisions of the order 
covering records and reports. This 
section of the order is reprinted as 
follows 

“Base-period records and reports.— 


Every person selling consumer serv 


ices for which, upon sale by that per 


maximum prices are established 
by Maxi Price Regulation No 
165 shall 

(a) Presey 


\ examination by the 
Othce of Price Adn 


inistration all his 
existing records relating to the prices 
which he charged or pricing methods 
which he used for such of those con 
sumer services as he supplied during 
March 1942, and his 

tor supply of such consumer services 
during such month: and 


iffering prices 


(b) Prepare on or before Septem 
ber 1, 1942, to the full extent of all 
ivailable information and records, and 
thereafter keep for examination by any 
person during ordinary business 
hours, a statement showing: 
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(1) The highest prices which he 
charged for consumer services sup- 
plied during March 1942 for which 
prices were regularly quoted in that 
month ; 

(2) The pricing method, if any, reg- 
ularly used during March 1942; and 

(3) All his customary allowances, 
discounts, and other price differentials. 

A duplicate of this Statement shall 
be filed, on or before September 10, 
1942, with the appropriate War Price 
and Rationing Board of the Office of 
Price Administration.” 

Strict Compliance Recommended 

The public press has carried many 
stories of the vast field organization 
being assembled by OPA for checking 
price violations so strict compliance 
with MPR No. 165 is recommended and 
particularly so in connection with “re- 
ports and records” requirement. 

Under paragraph (a) many of the 
smaller service companies may now 
find it necessary to prepare such rec- 
ords for the first time, because in the 
past they did not need to have formal 
price lists for their service charges. 
Certainly under this rule it becomes 
necessary to establish the method of 
pricing used during March 1942, and 
preserve this record for possible in- 
spection by an OPA field agent. 

Also, under paragraph (b) it now 
becomes necessary to prepare on or 
before September 1, 1942, the required 
information under sub paragraphs (1) 
(2) (3) and file a duplicate of same 
m or before September 10, 1942 with 
the district office of OPA or in the 
absence of a local district office, then 
with the State office of the OPA. 

In the preparation of the reports re- 
quired under MPR No. 165, is where 
the service organization repairing ap- 
pliances will find difficulties. Repairs 
in most other fields (automobiles for 
example) standard repair prices have 
long been a trade custom. In auto- 
mobile repairing the dealer is provided 
by the factory with flat rates for nearly 
every kind of repair. In such cases 
there are no price ceiling complica- 
tions to beset the dealer as is the case 
in appliance repair charges. 

In the general field of appliance re- 
pairing, flat charges rarely have been 
established. Most repair jobs have 
been priced on the formula of a set 
selling price for labor on each job. 


Thus two hours of labor including 
cost, overhead and profit, if the figure 
most frequently used was $1.50 per 
hour, would be $3.00. To this would 
be added the retail selling price of any 
material used. Thus the selling price 
of labor plus the selling price of ma- 
terial makes up the selling price of the 
complete repair job. 

Of course, if the selling price for 
labor is $1.50 per hour, for example, 
that price includes mechanic’s time, 
shop overhead, auto mileage, if any, 
and profit. Most repair shops must 
get more than $1.50 per hour and in 
the larger cities that figure often repre- 
sents the cost rather than the selling 
price. 


That being the case, service organi- 


zations should set up their reports and 
records in accordance with such a for- 
mula. Then of course, it would be 
permissible for them to use the highest 
labor rates that they charged during 
March 1942. Likewise on material; 
and such reports and records must be 
set up to prove the authenticity of their 
contention that their figures were the 
highest calculated on similar repair 
work during March 1942. 

Boiled down then it seems as if the 
statement that must be prepared before 
September 1 (a copy of which must be 
filed with OPA before September 10th) 
would look something like this when 
prepared by the present-day average 
appliance repair shop, which never op- 
erated on a “flat rate” basis. 


direct labor. 


most important items used by us. 


profit margin. 


ttached hereto. 


Declaration 


Administration at 


The foregoing statement should be 
retained by the service company and a 
copy sent to local or state OPA office. 

In cases where seasonal service pro- 
vides no March 1942 base price, or 
where service work of similar kind 
can not be priced under the “March 
1942 formula,” then it is necessary 
to fill out Form 265:1 or 265:2 show- 
ing how prices for such work was ar- 


Minimum Charges 
The trade practice for minor repair jobs is to charge a minimum 
charge. During March 1942 the highest minimum charge "was 
Supporting evidence of copies of such bills are 


on 


Statement Prepared Under Maximum Price Regulation No. 165 
(on dealers letter head) 
Labor Selling Price Per Hour $...... 


This figure is the highest we charged during March 1942. Supporting 
evidence is the copies of bills attached hereto charged by us to the 
customer indicated which were calculated at the above rates for 


Selling Price of Material Used 


The highest prices we charged for material used in our repair work 
during March 1942 is based on the attached price list which lists the 


Overhead and Profit 


The highest prices we charged during March 1942 as shown above 
for direct labor and material included our cost of overhead and our 


| (we) hereby declare that the foregoing statement is true and cor- 
rect; that | (we) have preserved all existing records relating to the 
prices we charged, or pricing methods we used during March 1942; 
and that a copy of this statement was mailed to the Office of Price 


rived at on a comparable service basis. 

But for the ordinary appliance dealer 
or service organization, the simple dec- 
laration shown above should suffice. 
His real obligation to the public and 
the nation is to see that his charges for 
repair work do not exceed the ceiling 
price (March 1942) and thus contrib- 
ute his bit to the war effort by helping 
prevent; inflation. 
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City State date. 
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Get Into Active SERVICE 
For The Duration 


-=Take the Offensive! 


Your fight for survival today is on the 
re “Second Front’’— Service! With no more 
) new appliances being manufactured, 


service offers the only front where profit- 

able action is possible. But, remember, cone, without @ 
staying on the defensive won’t get you as. 

~ far—you can’t just wait for service By ond wor 


defectiy 
business, you have to go out and get re 
it more aggressively than ever before. 


re 


WINNING STRATEGY! proper equipment and taining for 


competent, prompt, reasonably-priced repair and reconditioning of any electrical appliance. 


WIN NI NG TA C TICS | Then start the Big Push! Don’t keep what you're 
e doing a “military secret”— advertise it far and 


wide. You have a big and timely story to tell — tell it! Here’s where Premier can help you most! 


Heavy Ammunition — Premier’s Cooperative Advertising! 


Premier's ready to go along with you, 
shoulder to shoulder, in a big new coopera- 
tive newspaper advertising campaign. This 
unusual promotion will feature the com- 
plete service facilities of your qualified 
service headquarters. 


* Guaranteed by 
Good Housekeeping 
 OLFECTIVE OF 


veland, Ohi 


2... 
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Electric Vacuum Cleaner Co., Inc. 


Mail the coupon today to get full information 
about Premier’s wartime program—about 
Certified Guaranteed Service — and about 
Premier’s direct mail campaigns, displays and 
other merchandising helps featuring Service, 
your “Second Front’. 


PREMIER: 

| want full information about Premier's new cooperative advertising campaign 

featuring service ...and about the Certified Guaranteed Service program. 

Name 

Address 

City 
PAGE 
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for Premier Cleaners | 
This Certified reconditioning service | 
includes complete check-up and re- 
DOrt Pary repairs Advance 
charges» No work 
Xplicit authori- ff 
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A home manual and displays help women 

to get a glimpse of the “inners of their 

electrical devices and learn what makes 
them work. 


/ ex ipp es viliar 
| ene gy Val 
vork, and nserving health by help 
~ ? serve vel] bal 
nutritious eals (ommon- 
wealth Edison ( % Chicago, has 
pee t ew Na Ne saiecs pol \ 

Che utility is ranized nearly 60 
key ts landise sales lores 
nto a mita group to call on cus 
tomers at regular intervals These 
ne largely vwerchandise crew 
sup Visor! vill be me the ¢ re ta 
post-war merchandise sales organiza 
tio1 For tl resent, however, under 
the wartime service program, theit 
) pal function is to maintain direct 
ntact het wee custome! and 


Sales Force Reduced 65 Percent 


In namber, the merchandise sales 
force has been reduced about 65 pet 
cent since curtail ent appliance 
nanutacture vent into eftect Ot 


the armed for es, 50 percent are in 
ther industries and the balance have 
been transferred to other de partments 
the company. Of those remaining 
the sales force, a large portion are 
ww engaged in customer service con 
tact Work 
| exe ner ire prepare | to pertor ! 
the following functions in their calls: 


|. Make minor, on-the-spot, repairs of 
appliances, cords and plugs. 

2. Diagnose major cases of appliance 
failure, advise the customer of the 
extent of damage and suggest nearby 
qualified repair agencies. 

3. Give advice on care and use of ap- 
pliances. 

4. Note and report idle appliances and 
arrange for home service demonstra- 
tion, 

5. Explain the company's lamp exchange 
policy and answer questions about 
bills, rates and service. 

6. Invite customers to 
Home Centers. 

7. Sell whatever new 
still available. 


visit Victory 


appliances are 


provided tha t neighbo vd 
lealer ipphance sery ng 
wlihed and equippe 1 to do 
) i repa irk While the 
) ma perate in ipp ince repa 

lepa ( prete tha dealet 
PAGE 12 


Wartime Sales Policy 
Commonwealth Edison 


hints on the use of her 


time-saving ideas for ironing clothes 


Mrs. Burton gets some helpful . Sy 


Electric Troner \ 


Helen Scott, home advisor, suggests many economical, 


& 
Mors Seow Mary Burton 


Mrs. Burton: © Miss Scott 
Mess Seow A 
eod “ 
a . 
easily 


be this es theit absorbency fe 
iS NOt necessary to won chenilic 4 
will per ng the vour 


Important facts to remember 


about using your electric ironer 


“es. Never iron Turkish towels or beby diapers 


to break t 
A sale add starch 
will keep « stick 
hue ng you to work . 


COMMONWEAL TH EDISON COMPANY * Victory Home Centers in all stores 


Milwaukee Avenue 4251 Maduson Sereer 
455) Irving Part Ros + Lincoln Avenue 424 47th Ser 92 
All Telephones RANdeiph [200 


re Sereet 


48348 Ashland Avenue 


With the war Commonwealth Edison Company advertisements were abruptly 
switched to the theme of getting the most out of appliances. 


particularly those handling specialized 
lines, do this work. The company 
hopes in this way to help sustain deal- 


ers during the present period of cur 
tailment 

The second phase of the program 1s 
large 


represented by the company's 


d nth town “Victory home center” and 
smaller centers in its ten branch stores. 
Each “Vi tory center” is in 
effect an educational forum that ad 
vises customers on (1) nutrition; (2) 


home 


appliance iintenance, and (3) home 


laundry operation. The idea is to give 
housewives a convenient 
place near home where they can ob- 
tain accurate information and advice 
mm various phases of electrical appli- 
ance operation 


Home 


tendance to give the customer sugges- 


service advisors are in at- 


tions on nutrition and economy meals, 


render marketing advice, explain how 


to plan and prepare meals so they will 
have a balanced vitamin content and 
retail food values in cooking. Espec- 
ially popular with housewives is infor- 
mation on storing different foods and 
on ways to prepare appealing dishes 
from leftovers. For the men a display 
showing them how to carve meat holds 
considerable attention. Daily menus 
are displayed and distributed, while 
those who wish to go further than the 
discussion stage may attend a three-a- 
week Victory cooking school held in 
the company’s downtown office build- 


ing. 
Victory Home Center 


The appliance information section 
in the large downtown “Victory home 
center” features booths indi- 
vidual appliances are taken apart while 
the customer watches. Here operation 


where 
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is explained, common misuses are 
pointed out, and simple home treat 
ment for minor trouble is demon- 
strated. Where and when to oil, clean 
and adjust equipment is part of the 
demonstration. helpful booklet, 
“Wartime Care and Use of Electrical 
Appliances”, is given to customers as 
a guide. 


Laundry Equipment 
Demonstrated 


The proper use of laundry equip- 
ment is demonstrated in the laundry 
section. Such subjects as proper load- 
ing of washers, how to wring cloths 
to save the wringer rolls, and how to 
clean agitators are covered. Similar 
demonstrations are given in the use of 
electric ironers. One of the most 
interesting features of this exhibit is 


a demonstration on how to remove 
stains. 
A service theme has also. been 


adopted in Commonwealth Edison 
Company's advertising. “Mrs. Bur- 
ton,” personifying the typical Chicago 
homemaker, learns about the care and 
use of her appliances from “Helen 
Scott”, home service advisor, in this 
advertising. Such topics as how to 
make a washer last longer, how to take 
care of a vacuum cleaner, how to get 
the best service from her refrigerators, 
are presented. 

Because there are so few new appli- 
ances requiring demonstration, Com- 
monwealth Edison has not attempted 
to replace home service advisors who 
have left the organization. As a con- 
sequence the staff reduced 
from 90 to about 60. 


has been 


At the laundry center Chicago women have 
possibly their greatest opportunity to get 
more out of the family's clothing. 


WOOL SWEATER 
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IMPORTANT CONTRIBUTION 
AMERICA’S WAR EFFORT 


...and a Plan for the Future! 


p- 

hs 

to 

A DOUBLE-ACTION PROGRAM 

st 

. To Sell War Bonds NOW To Finance Post-War 
om Hotpoint’s new advertising program is Purchases while Hotpoint’s 
r- designed to tell the American people _facilities are converted to War production the 
nd that the money they invest in War Bonds to- — day will come when our dealers, distributors, 
en day renders double service. It helps UncleSam — and customers will turn back to peace-time 
> buy the materials of War now, and provides business. Meanwhile Hotpoint’s War Bond 
ws a fund with which buyers of bonds may _ advertising is telling your prospects and cus- 
rs, finance the products of peace, after the War. tomers to buy more War Bonds with which 
ie It provides added incentive for buying War to finance the purchase of a new Hotpoint- 
n- Bonds; gives a good reason for saving. Electric Kitchen after the War is won. 
ed 

ho 


How You Can Help— 
Hotpoint’s new wartime program is 
for you. The plan book “Maybe To- 
morrow” explains every step and 
shows mailing pieces, newspaper 
advertisements and the novel Home 
Planning File. Ask your Hotpoint 
Distributor for details. This program 
enables you to urge your customers 
to earmark their War Bond Savings 
for Hotpoint appliances after the War. 


Washington Likes This Cooperation 
Hotpoint’s War Bond advertising pro- 
gram is doing a vital job for Uncle 
Sam. It gives a new dimension, an added 
reason why people should buy more 
War Bonds and keep them. Officials at 
Washington are pleased with the idea. 

Follow through locally by using 
Se Hotpoint’s mailing pieces, Home 
lan to build afterthe Planning File and newspaper ads. 


ar. Keeps your name 
constantly before them. Uncle Sam will appreciate your effort. 


Home Planning File 


Makes it easy for your 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc., 5620 West Taylor Street, Chicago, Illinois 


REFRIGERATORS 
RANGES 
WATER HEATERS 
WASHERS AND IRONERS 
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CLOTHES DRYERS 


ELECTRASINK 
STEEL CABINETS 


ELECTRIC KITCHENS 


AUTOMATIC DISHWASHERS 
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TACKLING THE PROBLEM OF 


‘ ‘ 
| vesnt take anv mystic gwiass to 


see the trials and difficulties which 
re on the road ahead of any 
dealer who has made his livelihood in 


the past through the sale of electrical 


He may still be selling 


ipphiances in volume not greatly unde1 
t! I ist yea! le may even have 
qu te a reserve st ck mn hand the flow 
ot apphances from tactory and whole- 
sale sources has not yet entirely dried 
up, but—it is clear that before very 
long he will have to change his 
setup radically if he is to survive. 
With manufacture of all major elec- 
trical appliances stopped, it is inevit- 
able that the material now on hand will 
last only so long and that after that 


some other wavy 


of making ends meet 
must be found if an undue number of 


firms are not to go out of business 
altogether 

Believing that the answer to the 
problem is not a simple formula which 
can be applied like a panacea to meet 
the ills of each and every business con- 
cern, the dealers of San Diego County, 
California, under the 
leadership of J 
Clark 


Chamberlain, 


manager of the Bu- 
reau of Radio and 
Electrical Appli 


ances, got together 
recently to consider 
their situation. The 
group discussed such 
problems as: “What 
factors determine 
whether or not a 
should at- 
tempt to stay in busi- 
whether it 


dealer 


ness, or 
would be better for 
him to sell out and 
try some other way 
through 
period?” 
“What substitute lines are best adapted 


ot survival 
the war 


to various types of stores?” and “What 


should be done about service?” Some 


one hundred dealers, owners and exec- 


utives only, attended this “Appliance 


and Service Conference”, 


full aft 


devoting a 


rnoon and evening to the ex- 


change of ideas. 


To Survive or Not To Survive 


It was re vwnized at the start that 
some stores were destined not to sur 
vive—!n iact, would probably do better 


not to attempt to prol mg the break up, 


but should sell out while it was pos- 


sible to make a profit. In considering 
the qualifications which a_ business 


should possess n order to make it 
worth while to hang on, it was sug 
gested that, first t al the dealer 
should now possess a service depart- 
ment, with reasonable facilities for 
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J. CLARK CHAMBERLAIN 


At San Diego, the dealers got together at an “Appliance and 
Service Conference”, sponsored by the Bureau of Radio and Elec- 
trical Appliances, and thrashed out the problems facing them 


It is desirable that he him- 
self should have some understanding 
work—sufficient at least to 
administer the details of 
enlarging the There was 
some discussion of this point, but most 
of those who contributed felt that with- 
out some active background of present 


expansion, 


of service 
vw able to 


business. 


experience in service work and some 
standing with a clientele in the service 
field, it might be difficult to start such 
. department as conditions later might 
demand it. 

Store location and layout, it was 
agreed, were an important factor in 
determining the possibilities of sur- 
vival. Whereas it has often been pos- 
sible for a store in an outlying dis- 

trict to carry on an 
appliance 
business through ac- 
tive field work, it 
was felt that most 
other lines of mer- 
chandise which the 
might add 
would do well only 
a 
promised 


electric 


store 


location 
sufficient 
store traffic. The size 
and arrangement of 
the store was an- 
other factor which 
determined whether 
or not it could be 
4 adapted to selling 

other type goods, 

particularly the 

change made would 
in all probability be a gradual one. 
Other factors which should affect the 
owner's 


good 


financial 
condition and_ the possibility of his 
being called for military service. Pos- 
sibility of losing key men through the 
draft was second in importance only to 
his own situation in this respect. Willi 
to survive and to fight his way through 
the inevitable difficulties are as im 
portant as any other factor. 


Choosing a Substitute 


Supposing that the dealer to be in a 
favorable position, in 
set-up, and 


decision were his 


location and 
that he has the 
face the struggle ahead, 
lines add to 
supplement the diminishing volume of 


electrical business ? 


other 


courage to 


what other can he best 
Here again, loca- 
tion and clientele, as well as the own- 
er’s background should have an im- 


portant part in reaching the decision. 
Whatever the new venture decided 
upon, it was agreed that it was prob- 
ably desirable to start the changeover 
immediately on a small scale and to 
test out the possibilities of the new 
lines. 

Generally speaking it found 
that, given the proper location and 
type of clientele, the electrical dealer 
could successfully handle a vast vari- 
ety of products. Here are some of 
the lines now being handled, alone or 
in combination, by San Diego dealers; 

Photographic supplies: garden 
and insecticides; com- 
mercial fertilizers; potted plants, bed- 
ding plants and roses; cleaning and 
polishing oils and compounds; waxing 
outfits; decorative candles and other 
petroleum base products for the home; 
woodenware; kitchenware: synthetic 
tablecloths, shower curtains, food bags 
and other items of this nature; plastic 
ware; carpet sweepers; bathroom 
wooden ladders and _ stools; 
ironing boards and covers; revolving 
clotheslines for outdoor and portables 
for indoors; pottery and glassware; 
gift articles; furniture; clothes hamp- 
ers; paints; sporting goods; work 
clothing—and other lines. 

Dealers who have experimented in 
these various fields were agreed that 
it takes time to accustom the public to 
the changeover—and that therefore it 
is of the greatest importance to get the 
trial period over before electrical 
stocks are exhausted. This makes it 
possible to carry over the store’s elec- 


was 


tools: sprays 


scales; 


trical customers to the new field. 

It was further agreed that anything 
that can be done to build store traffic 
is important while this transition is 
taking place. For this reason the 
activities of the Bureau of Radio and 
Electrical Appliances have been cen- 
tered about ways of bringing custom- 
ers into the store. Examples of such 
promotions have been the waffle, re- 
frigeration and toaster booklets, with 
recipes, which were introduced by in- 
dividual advertising campaigns. Re- 
cipes and ideas tor widening the field 
of use of these familiar appliances 
were made attractive to women, who 
were thus induced to call in at their 
dealer's store for a copy of the pamph- 
let. The campaigns were spaced at 
intervals and have proved popular 
with both public and dealers, the sup- 
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ply of booklets being several time: 
exhausted. It is planned to continu 


the series throughout the year. 
li was that service work 
would eventually prove to be one \ 


agreed 


the important sources of income for 
the dealer forced to give up his usual 
lines. San 


seem to feel 


Diego dealers, however 

that the promotion 0 
service as it is being carried on ir 
many sections of the country is pre- 
mature, confusing the public and per- 
haps interfering with the normal sale 
of the appliance stocks which remain 
They feel also, that dealers are not yet 
prepared to handle service work in the 
volume which the advertising cam 
paigns are designed to stimulate. They 
take the stand that the time to under- 
take aggressive campaigns is wher 
appliance sales actually show signs 0! 
failing and when personnel and facil- 
ities are available to handle the ex- 
panded service work. Locally the 
dealers have their hands full to handle 
the business now available and prefe: 
to postpone service promotion until 
later. 


Opportunities in Service 

When the supply of appliances is n 
longer available and the pinch is being 
felt by the buying public, it will b 
simple enough to servic 
work. The public has more money t 
spend than usual and will be willing 
to pay to keep its electrical conven- 
iences in operating order. 


promote 


Various methods of increasing the 
When 
such appliances as washers or ironer: 
are sent in for overhaul, it was shown 
that very little salesmanship is re- 
quired to extend the job to a complet 
refinishing, with a corresponding in- 
crease in the amount paid for the job. 
The public is sold on the idea that this 
is no time for half-way jobs and is 
prepared to pay whatever is necessary 
to have a satisfactory result which wil! 
last “for the duration.” 

Parts and personnel are difficult t 
obtain. In spite of promises on the 
part of government and manufactur- 
ers, some shortages are already beng 
felt. By using every means of sub- 
stitution and fabrication availa)le, 
it was felt that the emerg- 
ency could be met. The only answer 
to the problem of obtaining trai: ed 

‘ (Please turn to page 41) 


service sale were suggested. 


however, 
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G-E research constant- 
ly seeks the best pos- 
sible combination of 
all factors affecting 
lamp efficiency. Here 
are nine of the most 
important. There are 
more than a million 
possible combina- 
tions of these factors. 
It’s the task of G-E 
research to find the 
best possible com- 
bination! 


CATHODE 
COATING 


EXHAUST 


MERCURY 


Ny y All materials are tested with extreme care. Here, we check brightness 
pe. of phosphor powders that coat the inside of fluorescent lamps to make 


Experience counts. W.L. Enfield (left) and P. J. 
Pritchard have been active in directing research for 
better product and lower prices. 


Constant testing guards the quality of G-E MAZDA fluorescent lamps. At every stage in the 
manufacturing process, General Electric inspections provide safeguards of quality. Above, G-E 
MAZDA lamps are inspected while undergoing a “seasoning” process on the test racks. 
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NE er vs sure you get maximum performance from your G-E MAZDA F lamps. 


Here is one of the new streamlined, specially designed G-E fluorescent lamp factories that have helped 
materially in reducing costs of lamp manufacture. Sand for making the glass tubes comes in at one end. 
Finished G-E MAZDA Fluorescent lamps are shipped from the other, 


Extra assurance of quality is a series of over 50 tests and checks on 
completed lamps by MAZDA SERVICE inspectors, who work under 
the direction of an independent testing laboratory. 
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THE 


INGENUITY ALIVE 


INcenurry’—as described in the diction- 
ary, is the quality of having inventive power— 


cleverness in contriving or originating. 
Through the years Zenith has proved in- 
genuity by consistently contributing outstand- 
ing ‘‘firsts” in the industry. 
AND IN WAR—AS IN PEACE—ZENITH 
IS PRODUCING NOTHING BUT RADIO. 
We are proud to be producing for Victory 
— proud to be a part of the great industrial 


force which manufactures war material for 
our armed forces—doing all we can to hasten - 
iver 
the day when peace will come. 


devise 

And in this period of producing for war J 
we are contributing much in new ideas. We 
are learning, gaining valuable experience, too, 
which will stand us in good stead when the 
present emergency is over. 

Zenith proven advertising strategy, used 
so successfully in establishing deserved su- 
premacy for the Zenith Trans-Ocean Clipper 
and Zenith Wavemagnet Portables, calls for 
hard-hitting, moderate sized space, run with 
rapid trequency and aimed toward large cir- 


Fre quently in a list of periodicals. 
‘in Advertisements similar to the one reproduced 
Long List of re xy at the left will help keep the Zenith name 
National At p's | alive before the American public. 
CHICAGO 
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One thing is certain will and 
speed the new future form of 
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Good Housekeeping in Catalogs 


n 
Literature usually piles up on a dealer's desk. He is always pawing around for it. 
Clarence Volk of the Ritt Co., St. Peter, Minn., realized this and with a few boards 
devised a bookcase. Today he has all of his catalogs on edge, and out of dust's way. 
r Furthermore they are easy to find and the office stays shipshape and sightly. 
e 


They "Set" For Service 


One of the thoughtful things the Lucas Appliance Company, Chicago, has done is 
*o provide stools for customers visiting their service department. While J. Hammer 
wrestles up wringer rolls or whatever the customer is waiting for, they can now be nice 
and comfortable. 
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Overcooking robs most food of its flavor, says Clara Jahn, Hotpoint home economist. 


Cooking Goes Democratic 


HAT now is the time to feature 

cooking of inexpensive meats and 
foods in line with the pay check of the 
average factory worker is the opinion 
of Home Economist Clara Jahn and 
Kathryn Jameson, of Edison General 
Electric Appliance Company. 

Soup, stewing beef, meat loaf and 
low priced roasts are the order of the 
day. Miss Jahn suggests that demon- 
strators put over the idea of no watch- 
ing, the freeing of time when these 
foods are on an electric range. This 
is important because a workingman’s 
wife always has her hands full. 


Canned milk, beans, noodles, pota- 
toes, cereals, sweet rolls, doughnuts, all 
favorite foods of low income families 
should be featured and one should show 
audiences how they can have their fav- 
orite foods and at the same time enjoy 
better nutrition. 

“In 1942 demonstrations it should be 
remembered that 70 percent of the 
cooking is done on top of the stove,” 
Miss Jahn told ELectricAaL MERCHAN- 
DISING. “By keying this type of pro- 
gram to newspaper and community 
groups, and stressing the importance of 
accurate temperature control, one can 
be most effective in putting over the 
type of message that counts right now.” 


In addition to various blackout methods, this P.G. & E. booth demonstrates modern 
lighting fixtures, portable heaters and other items useful in an emergency. 


Blackout Demonstration 


Booth 


O aid customers who have special 

blackout problems in their homes, 
the Pacific Gas and Electric Company 
has for some time maintained a booth 
in its San Francisco offices in which 
various effective methods of protecting 
windows are demonstrated. In the same 
exhibit are shown modern lighting 


fixtures, as it is emphasized that the 
need for adequate lighting for all home 
occupations goes on whether blackout 
precautions must be observed or not. 
Portable heaters for the comfort of 
cool nights in a room which may not 
otherwise be adequately heated and a 
wired utility table into which appli- 
ances for emergency cpoking can be 
plugged were other items in the 
display. 
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To tell people how they can make their electric appliances do more 
and last longer, Westinghouse is running this informative spread in 
the October issue of Good Housekeeping. Appearing on September 
20th, it will be seen by more than eight million* women. Other ads on 
the Westinghouse “‘Care and Use”’ book will also appear in the 
November issues of Electricity on the Farm and Agricultural 
Engineering. 

To tie in with the Good Housekeeping advertisement Westinghouse 
is providing a special promotion package that will help you build 
good will and immediate service business. 


*According to recent reader- 
ship survey made for Good 
Housekeeping by Elmo Roper. 


More than 
8 MILLION 
women will 
see this 
advertisement 
in Good 
Housekeeping? 
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GOOD HOUSEKEEPING EARMARKED 


GET YOU SERVICE BUSINESS 


Here’s How You Can Make it Pay Off 


With the whole country conservation conscious, with the Westinghouse 
Good Housekeeping ad helping the cause along—there could be no better 
time to build a special promotion around the care and use of electric 
appliances. The basic material furnished by Westinghouse, plus a little 
merchandising push, will focus attention on your service department. 


Build Special Window Display Around “Care and Use” 


Included in a special package being mailed by Westinghouse to retailers and utilities is a 20 x 28-inch blowup 
of this highly informative advertisement. Along with it goes a full color reproduction of the Good Housekeeping 
cover. Also provided is a suggested layout showing how 
you can use this window trim material, together with the 
Westinghouse “‘Care and Use’’ book, to build a dramatic 
and informative window display. With the advertise- 
ment itself giving such a wealth of hints, with copies of 
the book spread open to the various chapters, passers-by 
will quickly accept your invitation to step inside for a 
free copy of this ““Care and Use”’ book. 


Order your supply of “Care and Use” Book 


So highly has this 36-page book been commended by consumer leaders, magazine 
editors and women’s page columnists that the public demand has sent it soaring into 
its second million. With the Good Housekeeping ad breaking in October, more women 
than ever are going to want a copy. Let them know you have the book and it will 
prove one of the finest door openers to service opportunities you have ever used. Place 
your order through your Westinghouse distributor. 
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Out on the production line of our plant, 
no gas ranges are taking shape. Strange, 
incongruous machines of war are 
a-building there instead. But in our 
minds and in our laboratory is a grow- 
ing vision of the Grand Gas Range of 
the future . . . embodying a degree of 
convenience and efficiency women 
haven't yet dreamed of. That's our 
sighted objective—as soon as the im- 


mediate objective of winning the war 


has been accomplished. 


s Ranges 


DIVISION OF THE CLEVELAND COOPERATIVE STOVE COMPANY 
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When war started in 
1939, he knew de- 
clining prices were 
over, and went long 
on inventory. 


The 


ppliance 
Has Been Good to.. 


Since 1921 he has built up a prosper- 


ous business in Oskosh, 


HE manager of the Western 
Union in Oshkosh, Wisconsin, 


can tell you how Art Steves 
came around one winter day in 1921 
with $200 he had borrowed from the 
bank and wanted to rent the basement 
shop. Twenty-five dollars a month 
the price was, including heat. 

Boys born that year are just vot- 
ing now, and in that span Art Steves 
has blossomed like a rose. Today he 
owns his own store, and several other 
stores and flat buildings. He handles 
Hoover, Philco, Stewart Warner, and 
stocks a supply of small appliances 
that would make him the envy of any 
retailer in Wisconsin. 


Wisconsin 


“The appliance business has been 
good to me,” he says. “I made more 
at it than I did in nine years working 
as an electrician.” 

He didn’t know that 1921 was a 
depression year, and it wasn’t long 
after he started that he had ten $1,000 
Liberty bonds. With these he bought 
his first building. He has made a 
policy to have one of the best stocks 
in town, keep his store like a ladies 
parlor (no smoking), and handle his 
own sales paper. 

“IT don’t pretend to be an expert 
merchandiser. I get my ideas by go- 
ing to market frequently, and like to 
run through the Furniture and Mer- 


Light bulbs and fixtures are good bread and butter items for a dealer's stock, he finds. 
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When Peace Comes It Will Be GRAND — . 


By visiting Chicago's markets frequently, 
Art Steves gets his ideas. 


chandise Mart. I made five trips back 
east last year visiting Hoover, Philco, 
and several other plants. If you have 
eyes in your head you'll see new ideas.” 

When war was declared in 1929 
Art Steves realized that the era of 
declining prices was over. So he 
began stocking appliances in an ever 
increasing quantity, carrying all that 
his distributor would let him. He 
even put in competing lines. “When 
we entered the war, I bet that the 
United States would not freeze retail 
appliance stocks,” he said. “It would 
be much more obvious to freeze whole- 
sale or manufacturer stocks, if the gov- 
ernment wanted them. It turns out 
that I was right. December and Janu- 
ary found me chasing after refriger- 
ators, and the stock on my floor has 
enabled us to really do a business.” 

One idiosyncrasy must be com- 
mented upon—Art Steves still carries 
@ union electrician’s card—just in case. 
Nevertheless, after-the-war-prospects 
look pretty good to him. 


How you can shorten the war 


You’LL probably be surprised at the 
amount of scrap metal lying around your 
place . . . worn-out washing machines, 
ranges, refrigerators, irons and other out- 


moded equipment. 


On your increasing service trips to repair 
home appliances and radio receivers, you'll 
see a lot more scrap. 


Every ounce of this scrap is needed by 
your country to shorten the war. For scrap 
must be melted with pig iron half and halt 
to make new steel for tanks, trucks, ships 
and guns ... weapons America must have 
ahead of any production of civilian elec- 
trical appliances. 


Search your warehouse now. When you 
have a job requiring your truck, offer to 


© THIS PROGRAM IS IN SUPPORT OF THE SALVAGE PROGRAM OF 
THE CONSERVATION DIVISION OF THE WAR PRODUCTION BOARD. 
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haul back any scrap you see. Tell your cus- 
tomers you'll turn it over to the local Sal- 
vage Committee, a local charity or a junk 
dealer for them. 


All steel scrap collected will be purchased 
by the steel industry at prices set by the 
Government. 


The scrap you collect will give our Armed 
Forces more weapons to win a quicker 
victory. Start today — let’s shorten the war. 
The American Rolling Mill Company, 
2381 Curtis Street, Middletown, Ohio. 
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PEOPLE PRODUCTS PLANS 


September, 1942 


EAR-MARKED SAVING 
IS HOTPOINT THEME 


CHICAGO—"The bond you buy today 
will pay for the bungalow you build to- 
morrow” is the keynote of the advertis- 
ing campaign just launched by Edison 
General Electric Appliance Company of 
Chicago—peacetime manufacturers of 
Hotpoint electric home appliances. 

In a marked departure from the “Buy- 
bonds-today—our-product-later” type of 
advertising, the Chicago manufacturer 
offers in a series of four-color, full-page 
advertisements in national magazines, 
starting in September, a real reason for 
investing in War Bonds—an incentive 
for purposeful saving. 

With its manufacturing plants devoted 


exclusively to the production of mate- 
als, equipment, and munitions for the 
armed forces, Hotpoint is launched upon 
a program of perpetuating the oldest 
ide name in the appliance industry 
without more than incidental mention of 
the war work to which its facilities are 
dedicated for the duration 
In the words of G. H. Smith, general 
iles and merchandising manager, 
“Every manufacturer who is 
equipped to do so, is or should be de 
voted a hundred percent to war pro 
duction and to advertise our own 
participation is but to boost of doing 
what we are exper ted to do. 
“We believe that we can aid in a 


most substantial manner in promoting 
of War Bonds—keep our well- 
known trade name alive and give 
eral million people something to 
tor and save tor 
‘A personal, selfish reason,” said 
Smith, “will induce savings when 
and emotional appeals fail to 
produce results. We believe—we know 
that millions will want to build homes 
when the war is over and restrictions 
on buildings are lifted and if we help 
them plan those homes, we think they 
will be electric homes—equipped with 
the electric appliances that we will 


the sale 
sevV- 
hope 


M: 


patriot 


| 


start manufacturing when  home- 


building begins.” 


Ear-marking bond purchases for fu- 
ture purposes is not claimed as a new 
idea, but with nothing to sell, Hotpoint 
has evolved a program that more than 
justifies itseli—both from the standpoint 


of its sponsor, the Bond-buying public 
and the national interest. : 
“Buy War Bonds today—Electric 


Kitchens tomorrow” is,.a caption which 
emphasizes the double duty to which the 
bond buyer’s dollar is devoted. 

Ads stress the fact that bond pur- 
chases are not gifts to the government or 
payments for protection, but safe, sane 
investments in the future. Profitable in 
vestments for “each three dollars you 
invest now,” the copy reads, “will liqui- 
date tour dollars of y investment in 
the home you'll build tomorrow.” 

That the modest home of tomorrow 
can be a truly modern, all-electric hom« 
is promised by illustrations of kitchen: 
in homes that can be built “tomorrow’ 
for as low as S000 to $6000—home;s 
with reirigerators, dish 
disposals, water heaters, and 
electric home laundries. 

In addition to the national advertising 
in magazines, Hotpoint will furnish illus 
trations and copy for local newspaper 
advertising by department stores, home 
furnishing stores and utilities, employ 
ing the same theme. Also mailing pieces 
with the magazine ads reproduced in 
color are available. 

Each folder provides space for the mer- 
chant or utility to convey a message to a 
customer list urging “planning for to 
morrow” and buying war bonds today. 

\ novel adjunct to the program is an 
attractively designed “Home Planning 
File” for presentation to actual prospec- 


il 


electric ranges, 


washers, 


tive home builders. Representing a green 
tile roofed red brick house, the sub- 
stantial cabinet of heavy binder board 


contains letter files for clippings, illus- 


ances (refrigerators, ranges, 


“B" or book holder. 


SERVICEMEN GET EXTRA GASOLINE 


OPA has ruled that retail servicemen engaged in the installation, 
adjustment, repair or overhauling of non-portable household appli- 
ventilating fans, 
machines, oil burners, etc.) are entitled to extra gasoline rations for 
@ passenger car used in this work. Authority for this comes under 
Section 506 (1) of the Gasoline Rationing Regulations. Servicemen 
must show that they cannot form a car pool or use alternate trans- 
portation but they are entitied tc extra mileage even though driving 
up to 470 miles monthly is not eligible for extra coupon consideration 
—470 miles monthly is the amount of “pleasure” driving allowed a 
Local boards have authority to decide 
individual cases but appeal is possible to the state director. 


electric washing 
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This Home Planning File for presentation to 
letter files for clippings, illustrations, sketches 
to a "Saving today to build tomorrow” file, 


of bond purchases may be kept. 


trations, sketches and notes for the home 
planner. Here may be kept in orderly 
arrangement all data that may be culled 


irom newspapers, magazines, and other 
sources under such pertinent headings 


Kitchen and Equipment 

Living Room and Dining Room 
Bedrooms and Closets 
Bathroom and Powder Room 
Laundry and Basement 
Lighting and Fixtures 

Heating and Ventilating 
Decorating and Millwork 
Landscaping and Garden 
Sketches—General 


In addition, under the heading, “Sav- 
ing today to build tomorrow” is a file for 
keeping War Stamp Books and Bonds or 
a record of bonds purchased—the cover 
containing a ruled record for listing 
bonds bought, by numbers, amount, date 
bought, date of maturity, maturity value, 
and purpose for which it is ear-marked. 

The home planning file is available 
now to dealers and utilities through Hot- 
point regular distribution channels. 

More than favorable acclaim has been 
given Hotpoint for its fall program by 
utility executives. Officials of the Treas- 
ury Department at Washington 
expressed the hope that retailers will 
support the program in their local ad- 
vertising and customer contacts. 


SEPTEMBER, 


have 


| Georgia Power Sets Up 


actual prospective home builders contains 
and notes for the home planner in addition 
where war stamp books, bonds or records 


Used Refrigerator 
Information Bureau 


ATLANTA—As a part of the expanded 
customer service program, Georgia 
Power Co., has undertaken to put buy- 
ers and sellers of used electric refrigera- 
tors in touch with one another. This is 
a free public service—no fee or commis- 
sion will be charged. A customer having 
a used refrigerator to sell simply has to 
call the nearest company office, describe 
the refrigerator, giving make, mode 
number, age, size, condition and price, 
the company records this information 
and has it available for customers who 
want to buy. 

Customers who want to buy describe 
the kind of refrigerator wanted. If im- 
mediate contacts cannot be made, the 
name is added to the “wanted” list. Cus- 
tomer is notified when one is available 


Old Lumilines Must Be Turned 
in on New Ones 


CLEVELAND, O.—Because the 
struction of its lumiline lamps requires u-e 
of critical metals, G-E Lamp dept., Ncla 
Park announces that new lumiline lan 
cannot be had hereafter unless an equil 
quantity of old lumilines is turned in. 
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“| have always believed that a continuous and 
consistent effort in a trade publication with 
the background and standing of ELECTRICAL 
MERCHANDISING is a profitable investment 


and highly beneficial to our company.” 


C. G. FRANTZ, President 
THE APEX ELECTRICAL MANUFACTURING COMPANY 
CLEVELAND, OHIO 


100 TIMES WITHOUT MISS 


on The 100th consecutive Apex full-page advertise- = columns of ELECTRICAL MERCHANDISING, 


ment appearing this month on the inside front they are making an intelligent and constructive 


cover of ELECTRICAL MERCHANDISING es- 
tablishes, we believe, a record for continuous ad- 
vertising on a specified position by an appliance 


effort to maintain intact their trade mark value, 
good will, company and product identity built up 
in peacetime years. 


manufacturer. 

ae! In company with many other appliance manv- They are building soundly for the fruitful years 

= facturers and producers of materials and parts, of the post war era when the appliance industry 
on Apex is continuing to evidence faith in the future _ will again contribute major advances to the Ameri- 
+ of the appliance industry. Through the advertising — can Way of Life. 

the In his annual report to stockholders on March 6, 1942, 


James H. McGraw, Jr., President of McGraw-Hill Pub- 

lishing Company, made the following statement: 
“ELECTRICAL MERCHANDISING will continue to 

render its full and valuable service. This publica- | 
tion can assist greatly in holding together and 4 


ELECTRICAL 
MERCHANDISING 


330 WEST 42nd STREET, NEW YORK, N. Y. 4 portant to our way of life.” 
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The easy way to make ’em last longer 
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LISTED IN YOUR CLASSIFIED 
TELEPHONE DIRECTORY 
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Gass 


PROCTOR iron was atreasured 

possession long before Pearl 
Harbor braked production. So you 
can’t blame a gal for wanting to 
guard it jealously and keep it in 
working condition. But you can 
serve those good customers .. . 
and easily! 
Proctor repair parts and service 
are—and will continue to be— 
readily available at Proctor 

Authorized Service Stations 
“) which are identified by the em- 


S/S blem shown below. To locate, 


just look in your classified tele- 
phone directory—under “‘Electri- 
cal Appliances” for location of 
nearest station. 

If you yourself are interested in 
obtaining the Proctor Service Fran- 
chise, write today tothe Dept. SP-2, 
Proctor Electric Co., Sales Div., 
Proctor & Schwartz, Inc., Third St. 
& Hunting Park Ave., Phila., Pa. 


“Jumbo Luminaire", claimed by General Electric to be biggest, most powerful industrial 
lighting fixture in the world, consumes 4600 watts, and produces nearly 150,000 lumens; 
employs both the new GE Mazda 3000-watt mercury tubular lamp and a battery of eight 
200-watt inside-frosted filament lamps. It also provides a quality of light designed to 
eliminate reflected glare from shiny surfaces such as polished sheet aluminum and other 


materials used in war goods construction. 


Brown Elected 
President of I. E. S. 


NEW YORK—Richard B. 
illuminating engineer, Boston Edison 
Company, has been elected president of 
the Illuminating Engineering Society, and 
will assume his new on October 1, 
according to a announcement by 
the Society. 

Other national officers recently 
are: vice-president until 
1944—S. B. Williams, 
World, New York; general secretary— 
Oscar P. Cleaver, Westinghouse Lamp 
Division, nn N. J.; treasurer— 
\. F. Wakefield, W. W akefield Brass 


srown, Jr., 


office 
recent 


elected 
September 30, 
editor, Electrical 


Co., Vermilion, Ohio: Directors until 
September 30, 1945—A. A. Brainerd, 
Philadelphia Electric Company, Phila- 
delphia, Pa.; and R. W. Staud, Ben- 
jamin Electric Mig. Co., Des Plaines, 


Richard B. Brown, Jr., Boston Edison's illumi- 
nating engineer, has been elected presi- 
dent of the Illuminating Engineering Society. 


In addition, the tollowing regional vice- 
presidents were elected for two-year 
terms ending September 30, 1944—I. L. 
King, Wisconsin Electric Power Co., 
Milwaukee, representing the Mid-West- 
ern region; G. R. Baumgartner, General 
Electric Company, Nela Park, Cleveland, 
Ohio, representing the Great Lakes re- 
gion; Fred J. Wellhouse, Westinghouse 
Electric and Mfg. Co., San Francisco, 
California, representing the Pacific Coast 
region; and Clarence C. Keller, Holo- 
phane Company, Inc., New York, N. Y., 
representing the Northeastern region. 
John M. Guillory, New Orleans Public 
Service Co., was appointed vice-president, 
representing the Southern region, suc- 
ceeding W. |. Amoss of the same com- 
pany, who has joined the Navy. 
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RMEL Customer 
Service Bureau 
DENVER —Tying in with the plans for 


war service of the Rocky Mountain Elec- 
trical League is ghe recently formed Cus- 
tomer Service Bureau which has _ been 
organized “to stimulate continued and un- 
diminished usage of domestic electric serv- 
ice through assisting customers to main- 
tain and utilize their appliances, many oi 
which are now idle: to create a better 
understanding on the part of the people 
of the difficulties and handicaps involved 
in supplying appliances and rendering 
wartime service.” The plan book describ- 
ing the new Bureau sets forth as an addi 
tional purpose, to “assure the industry a 
continuance of revenue, and unhampered 
participation in the National Defense 
effort.” 

The Bureau has been organized to meet 
a need revealed by the survey conducted 
by the RMEL Utility Division to deter- 
mine customer requirements and to sug- 
gest remedies for the situation created by 
the application of government priorities. 
This survey revealed that considerable 
domestic ‘revenue could be restored and 
maintained by repairs to appliances now 
out of service, that the use of obsolescent 
or discarded equipment can be encour- 
aged by tactful salesmanship and_ that 
replacements can be supplied from  sec- 
ondhand stock. 


Utah Quits Merchandising 
SALT LAKE CITY—Complete discon- 


tinuance of all appliance selling by the 
Utah Power and Light Co. was announced 
to become effective on July Ist. The util- 
ity will continue to offer repair service 
only to the extent that is necessary to 
supplement that provided by dealers, in 
order that the public may be adequately 
taken care of. “This move should im- 
prove the position of the dealers,” accord- 
ing to W. A. Huckins, sales manager otf 
the Utah Power & Light Company. 
“particularly with regard to the sale of 
lamp bulbs, and will stimulate business for 
dealers to whatever extent they are ab! 
to obtain merchandise.” The present fina! 
withdrawal from the merchandising fie': 
is the last step in a program which w 
started two years ago, when the utility 
stopped selling all major appliances. 


© 
Albert G. Cook Dies 


\lbert G. 
Super Steels, 


Cook, 55, 


Inc., 


office manager 
and former secrete! 


| treasurer of the Laundryette Mig. Co., 
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Opportunity not Ripe to 
Sell Coal Stove Grates 


( IICAGO—Despite U. S. government 
huts of impending oil shortage people in 
t! = Middle West are still sticking to oil 

rners and heaters and not fixing up 
tieir old furnaces to burn coal, a spokes- 
nan for the Northwestern Stove Repair 
\\orks declared recently. Repairs to fur- 
nuces are usually made in the spring and 
at this time of year, too many commit- 
nents have been made for oil to permit 
the launching of any successful campaign 
on conversion. The next opportunity that 
will arise will be next May. 

Because the Middle West burns soft 
coal, and because there are all too many 
tvpes of furnaces doing the job, only a 
survey would make it possible for a 
dealer to know what types of grate to 
stock. Jobbers like the above mentioned 
Chicago firm are carrying complete lines 
and there are no restrictions on sales by 
the government. 

In the East where oil shortage threat- 
ens and where hard coal is burned, an 
estimate has been prepared by the anthra- 
cite industry which figures there are 
1,250,000 oil burners in the 17-state area 
that is affected. Less than half of these 
furnaces can be converted back to coal, 
because owners have not retained their 
grates. A universal grate developed by 
Anthracite Industries Inc. will fit most of 
these furnaces, it is believed. Most of 
these grates will sell for less than $35, 
and with a 35 percent markup do not 
allow a long promotion profit. 

On the other hand, the almost complete 
ignorance on the part of the public of the 
location of various furnace repair shops, 
makes it easy for an aggressive dealer to 
reach out and get this business as most 
people do not know where to go to buy 
rrates. 

Installation of grates is simple, and 
although most furnace and sheet metal 
men are working on government projects 
at $1.75 an hour, in areas where there are 
no union troubles it is simple for a be- 
ginner to learn how to put them in. 


Noma Electric Buys Ansonia 


NEW YORK—The Noma Electric Corp.. 
New York City, has purchased all the out- 
standing stock of the Ansonia Electrical 
Co., manufacturers of wire and cable, and 
it now becomes a_ wholly-owned  sub- 
sidiary of Noma. Operations are being 


continued without interruption under the 
same name as_ heretofore. 


Ferro Porcelain Honor Roll 


This honor roll is finished in Ferro porcelain 
enamel on steel, and is erected out-of-doors 
in front of the main offices of the Ferro 
Enamel Corp., Cleveland. Company officials 
say porcelain enamel is the ideal material 
‘or honor rolls, as it will not rust, wear or 
‘ade, and can be cleaned with cloth and 
vater. 


Homemade Motor Bike 


Merrideth Wilson travels 100 miles to and 
from Westinghouse Research Laboratories 
on a single filling of the I-gal. gasoline en- 
gine resurrected from an outmoded washing 
machine and installed on his bicycle. With 
a top speed of more than 30 miles an hour, 
he makes the 5-mile trip from home to work 
in about 20 min. 


Army-Navy "E" to Philco 


PHILADELPHIA—A crowd of 7,000 
Philco employees and their families were 
present at the ceremonies when Brigadier 
General A. A, 
United States Army presented the joint 
Army-Navy Production Award “E” to 
Philco Corp., for high achievement in 
war production. 


The “E” flag is placed on your flag | 
pole by the Army and Navy of the United | 


States of America, in recognition of the 
fact that you did a good job of producing 
radio communications equipment, _ bat- 
teries and fuses for use in the planes and 
tanks and guns and ships of your country 
and her Allies” Brig. General Farmer 
said. James T. Buckley, president of 
Philco Corp., accepted the flag in behalf 
of the company. Larry E. Gubb, chair- 
man of the Board of Directors, presided 
at the presentation ceremonies. 


Lighting Program 
For Utilities 


Maximum utilization of existing light- 
ing facilities is the theme of a wartime 


promotional program for public utilities | 


released by the Lamp Division of the 
Westinghouse Electric and Manufactur- 
ing Co. Divided into three sections: 
Homelighting, Industrial lighting and In- 
stitutional Advertising, the 
points out the nature and extent of the 
vital job good lighting is doing to help 
win the war. 


Zenith Announces 
Ad Program 


CHICAGO—Zenith Radio Corp. is an- 
nouncing its full schedule of national 
magazine advertising to run in 25 major 
general, class farm and women’s periodi- 
cals, from now until next May. Announce- 
ment of a trade paper campaign to present 
this advertising among other things to the 
trade is to follow. 

J. J. Nance, vice president, whe is at 
present particularly active in the corpora- 
tion’s war radio manufacturing projects, 
stated that the concentration of the com 
pany’s effort in both war and peace time 
in the manufacture of radio and electronic 
apparatus only, with no distracting war 
time diversification in unrelated products, 
furnishes the major theme for the new 
advertising designed to keep present 
Zenith users and post-war prospects in- 
formed on the company’s activities. 
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Farmer, Signal Corps, | 
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This was news over 


70 years ago when American 
housewives bought their first 


BLACKSTONE WASHERS 


@ This is not the first time that the Germans 
have held Paris, nor is it the first war that 
Blackstone has weathered since it first started 
making washing machines over 70 years ago. 


The fact that Blackstone has grown steadily in 
| spite of wars and depressions is proof of the 
service and dependability which Blackstone 
| washers have given their owners over the years, 

When Peace comes again, and we are done with 

“forging swords”, Blackstone dealers will have 

a new and better Blackstone to sell. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 


PRODUCT OF 
AMERICAS OLDEST WASHER MANUFACTURER 
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IRONING 
For Speed & Economy 


x Saves : TIME 
x Saes : CLOTHES 
x Saves : ELECTRICITY 


Best of all it makes old irons glide because “Something 
neu bas been added”. Combined with the sale of a repair 
job you increase your profit over 100 percent. Ask your 


jobber today for details. 


SENT TO YOU— 


DIRECT FROM FACTORY! 


HELPS YOU DISPLAY 
AND SELL SUNLITE PADS 


WRITE YOUR JOBBER 
FOR DETAILS OR 


THE SUNLITE 


COMPANY 
MILWAUKEE, WISCONSIN 
SOLD FROM COAST TO COAST THROUGH LEADING 
DISTRIBUTORS 


MFG. 
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George W. Mason, president of Nash-Kelvinator, with W. F. Armstrong, vice president 
in charge of war production activities, inspect a small scale model of the new Navy flying 
boats. Nash-Kelvinator expects these huge, 4-motor, freight-carrying planes to roll off 
its line in mass production soon. 


1. Inspect major electrical appliances, 
such as range, washer, refrigerator, 
cleaner, etc., giving estimates if repairs 
are necessary; 2. Repair lamp and appli- 
ance cords, unless examination shows 
them to be in a condition where new cord 
is necessary ; 3. Inspect and clean exterior 
of small appliances—toasters, irons, coffee 
makers, fans etc.; 4. Oil motor-driven ap- 
pliances ; 5. Inspect floor and table lamps; 
6. Check lamp bulbs; 7. Make recom- 
mendations to improve lighting in home; 
| 8. Examine fuses. 


PHILLY EXPANDS 
SERVICE DRIVE 


“Check-up" Service Inaugurated 


PHILADELPHIA—Some_ weeks ago, 
the Electrical Association of Philadelphia 
started a new campaign for dealers to in- 
crease the possibilities of service volume 
and profits. In the first 12 weeks of the 
campaign the following results were tab- 
ulated from the experience of 179 dealers: 


Number of repairs by participating The Electrical Association of Phila- 


dealers 71,409 delphia, for a $5 fee contributes the 
Estimated average cost per repair $3.06 | following: 
Estimated repair volume in dollars $218.51! | 1. Supplies dealer with 2,000 door- 


hangers for door-to-door distribution in 
the neighborhood, imprinted with dealer's 
name and telephone number; 2. Inserts 
an advertisement 16 column inches in a 
community or neighborhood newspaper ot 
the dealer’s choice, over the dealer's 


At the time of this computation, the aver- 
age number of repairs per dealer per 
week is 37.05. Extending this volume 
over an entire year presents the follow- 
ing picture: 


Repairs per week. 6,632 name; 3. Furnishes dealer with 500 re- 
Repairs per year 345,808 prints of this advertisement. 
At $3.06 per repair $1,058,172 


Dividing this dollar-volume among 179 
participating gives an average 
yearly volume per dealer of $5,911.57 


dealers, 


Appliance Firm Sells: Horses! 


Albin Fujawa, proprietor of the 
Modern Home Supply Co., South 
Blend, has taken on a line of horses as 
a substitute for washing machines and 
other electrical appliances. He _ re- 
turned from Colorado recently with 
his first carload of new “merchandise.” 


A New Service Started 


The success of the plan naturally led 
to its being enlarged. Most recent an- 
nouncement is that the “Fix "Em Up 
Make ‘Em Do” drive is to be augmented 
with a “Check-up Service” under which 
dealers, for a pre-determined fee, perform 
the following services for the customer 


Crosley's "Jeep" Makes Bow 


The Crosley “Bull Pup" military scout car, conceived and developed by Powel Crosley, 
Jr., president of the Cincinnati Reds and of the Crosley Corp., was featured recently in 
a war exhibit in the Crosley Field grandstand, Cincinnati, where a double-header ball 
game netted the Army-Navy relief fund over $36,000. Mr. Crosley is shown at the wheel 
with R. C. Cosgrove, vice president and general manager of Crosley at his side. Johnny 


Vandermeer, star “Red” pitcher, stands behind car. 
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Housewife's War Role 
Westinghouse Theme 


( 1CAGO—Woman’s part in winning 
tl war right in her own home is the 
ti me of the Westinghouse exhibit at 
tre Museum of Science and Industry in 
Chicago which was opened recently. 
1 tled “The Homemaker and the War,” 
the newly created display brings to- 
e ther for the first time every phase 
© wartime housekeeping and offers the 
latest information on the subject. 
Located in the west wing of the Mus- 
eim building in Jackson Park, the ex- 
hibit reviews the homemaker’s endless 
chain of domestic duties. Among them 
are buying nutritious foods, care and use 
ot electrical home appliances, participa- 
tion in government scrap drives, and air 
raid precautions in the home, according 
to Major Lenox R. Lohr, president of 
the Museum. Displays are portrayed with 
large photographic murals, third dimen- 
sional displays, fully operating electrical 
kitchen and laundry and motion pictures. 


"The Homemaker and The War," title of 
Westinghouse exhibit at Museum of Science 
and Industry in Chicago, brings together for 
the first time every phase of wartime house- 
keeping from buying nutritious foods to air 
raid precautions in the home. Miss Kath- 
ryn Jameson, home economist at the exhibit, 
is shown here in the fully operating electric 
kitchen used for practical demonstrations 
in meal planning and preparation. 


Miss Kathryn Jameson, home econom- 

ist at the Westinghouse exhibit, will ex- 
plain the displays, demonstrate the equip- 
ment, and give information. Two motion 
pictures, one on nutrition and the other 
on care and use of electrical equipment 
in the home, will be shown three times 
daily during the week and continuously 
on Saturdays and Sundays. 
_ Care and use of household equipment 
is dramatized with actual range, re- 
irigerator, washer, iron and all other ap- 
pliances that are in daily use in the home. 
Common practices that cause premature 
wear, such as bunching clothes in a 
vasher wringer, neglecting to have re- 
inigerator condenser cleaned periodically, 
are reviewed. A _ helpful 32-page “care 
and use” booklet, prepared by the West- 
inghouse Home Economics Institute, will 
be given away. 


Let's Swap 


As evidence of the length some 
people will go to obtain an ironing 
machine these days, W. R. Dabney, 
sales manager of Ironite Ironer 
Corp., sends the following classified 
add which appeared in the Memphis 
Press-Scimitar, Memphis, Tenn, 
Monday, June 22, 1942. 


“2-carat Zircon with 4 diamonds; 
diamond dinner ring, genuine jade 
necklace, trade for Ironrite Ironer, 
table scarf, etc. 7-0431.” 
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This man is working on the “Aiming 
Circle,” which has something to do 
with straight shooting and hitting 
Hitler. Someway, Chromel helps make 
this aiming device, and thus does its 
bit to hasten the day when Chromel 
will again be available as the heart of 
the heating device industry. When 
Chromel can again be had, you will 
find it better than ever. Meanwhile, 
for technical data, ask for our new 
Chromel catalog. . . . Hoskins Manvu- 


facturing Company, Detroit, Michigan. 
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SAID THE IRONER TU THE FIGHTER, 


“lve had to leave 
my public flat!” 


“Now that all steel goes to war, 
They can't make ironers anymore. 


You planes and tanks get all the breaks— 
You get the steel—that’s what it takes! 


But what's the use for me to clamor? 


I just don’t have your kind of glamour!” 


STEEL’S JOB.. 


ODAY, our whole productive 
effort is focused on the drive 
for Victory. can’t help you 
fill empty stock rooms with new 
steel appliances. But we can help 
you prepare for the day when 
plenty of this merchandise will 
be available for your markets. 
We're continuing a job we be- 


So we 


gan before the war and will carry 
on after the war is won... the job 
of developing popular apprecia- 
tion of the advantages of steel in 


You can render a practical informa- 


tion service to 


play ing and distributing 


U-S-S advertisements 


to keep alive their interest in 
produc ts for their homes. We'll be 
to send you reprints gratis, 


your customers by dis 
of 
help 
steel 


glad 


reprints 


ind you'l 


The Fighter said, “Your lot is hard, 
And so ‘twill be till Victory, pard. 

But you've got a future bright in store, 
When Uncle Sam has won the war. 

Then Steel will help you set the pace 
In history's biggest selling race.” 


- Today and Tomorrow 


home equipment, and of main- 
taining recognition of the U-S-S 
label as a guide to quality. Our 
advertising messages in the Satur- 
day Evening Post and other na- 
tional magazines are telling people 
how to conserve the steel equip- 
ment they are fortunate enough 
to have. And we're encouraging 
Americans to buy War Bonds to 
speed Victory and accumulate the 
funds they'll need for home im- 
provements when peace comes. 


CARNEGIE-ILLINOIS STEEL CORPORATION, 
COLUMBIA STEEL COMPANY, 
IRON & RAILROAD COMPANY, 


TENNESSEE COAL, 


Pittsburgh and Chicago 
San Francisco 


Birmingham 


United States Steel Export Company, New York 


STATES STEEL 


PAGE 32 


New Positions of the Month 


Westinghouse 


R. E. Powers, formerly of Chicago and 
New York, has been named Pacific Coast 
district manager of the manufacturing 
and repair department, of Westinghouse. 
Announcement of the appointment was 
made by H. F. Boe, manager of the 
company’s district manufacturing and re- 
pair organization. 


R. E. POWERS 


Mr. Powers goes to Emeryville, Calif., 
from Chicago, where he has served as 
manager of the manufacturing and re- 
pair department of the Westinghouse 
Northwestern District for the past four 
years. On the coast he will have charge 
of all activities of his department in a 


territory comprising all or parts of 11 
western states, Alaska and the Hawaiian 
Islands. Included are the district head- 
quarters plant in Emeryville and serv- 
ice plants in ey; Wash.: Portland, 
Ore.; Los Angeles, Calif., and Salt Lake 
City, Utah. 


Frigidaire 


John S. Morgan, former manager of 
the Albany District, Frigidaire Division 
of General Motofs, was recently ap- 
pointed manager of Frigidaire’s New 
England District, with offices in Boston. 
He assumes the duties formerly handled 


by Tohn S. Pfeil. recently contmissioned 
a Major in the United States Army. 
Mr. Morgan’s 16-year background 


with General Motors began when he he- 
came financial sales representative for 
General Motors Acceptance Cornora- 
tion in 1926. In October, 1931, Mr. Mor- 
gan entered the Frigidaire organization 
and since that time has held several 
responsible positions. 

In 1940 he was appointed manager of 
the Albany, New York, District which 
position he held until his present ap- 
pointment. 


Electrical League of Utah 


Leonard B. Flint. president and man- 
ager of the Flint Distributing Company 
of Salt Lake City has been chosen presi- 
dent of the Electrical League of Utah to 
fill the unexpired term of E. J. Duggan 
of the Westinghouse Company. recently 
transferred to San Francisco. George L. 
Nelson, Salt Lake attorney, becomes man- 
ager, succeeding Elias J. Strong. who 
resigned to become secretary to Utah's 
Governor. 


Westinghouse Electric Supply 


E. J. Duggan, who for the 
years has been manager of the Salt Lake 
City branch of the Westinghouse Elec- 
tric Supply Company has moved to San 
Francisco to become district manager in 
charge of Utah, Nevada, western Wyo- 
ming, southeastern Idaho and northern 
California. John Longden, who has been 
assistant to Mr. Duggan in Salt Lake 
City, takes over his former position. 


past three 


SEPTEMBER, 


Eureka 


Lafayette C. Reynolds, industrial exec u- 
tive and business analyst, has been 
pointed to the newly created post oi 
assistant to the president of Eureka 
Vacuum Cleaner Co., Detroit, according 
to H. W. Burritt, president. 

The appointment comes as a result of 
expanding production and Eureka’s <e- 


L. C. 


REYNOLDS 


organization in 
activities, Bur- 


sire to build a 
preparation 
ritt said. 

Graduated from Union College, Rey 
nolds was associated with the New York 
Central R. R.; General Electric Co., for 
which he organized the Erie Works ; Gen- 
eral Vehicle Co., General Motors Corp 
and other large organizations. 


York 


Stuart E. Lauer, president of the 
York Ice Machinery Corp., announce: 
the appointment of Joseph E. Moody as 
manager of industrial relations for the 
York Ice Machinery Corp. 


strong 
for post-war 


Westinghouse 


for 12 years a light- 
ing engineer with the Lamp Division 
Westinghouse, has been commissioned a 
captain in the U. S. Army Engineers 
Corps and has reported to the Enginee: 
— at Fort Belvoir, Va. 

Captain Cleaver is the newly-elected 
general secretary of the Illuminating En- 
gineering Society. 


G-E Advertising 


Stanley C. Schuler, recently resigned 
as associate editor of House Beautiful 
magazine, is now associated with the ee 
York public relations section of the Gen- 
eral Electric Co., 570 Lexington Avenue, 
New York. He succeeds Lieut. William 
H. Dinsmore, now in active service with 
the U. S. Navy, as general assistant to 
K. G. Patrick, who is in charge of the 
office. 

Edward L. 


Oscar P. Cleaver, 


Robinson has been ap- 
pointed New York publicity representa- 
tive of the General Electric radio, tele- 
vision, and electronics department, and 
will be responsible for this department's 
contacts with newspapers and magazines 


Northern Cal. Electrical Bureau 


Saker, lighting counselor for the 

California Electrical Bureau 
has taken charge of field activities of the 
Bureau during the leave of absence 0° 


Walter Heston, who has joined the engi 


Clark 
Northern 


neering staff of the Bechtel Shipyards 
Management of the canis is in the 
hands of its executive ¢ committee, with ‘he 
office in the hands of Jean F ‘Fickle: m 
Field activities include advisory service 


on lighting and wiring to builders, arcu 
tects, maintenance engineers, commer: a! 
and industria’ users, homemakers 
store personnel. 
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The Aviation Industry is doing its job... 


MERE hundred planes a month in 1938; 

200 in 1939; 450 in 1940; 1,600 in 1941, 

and today, as this is written, plane pro- 
duction goes on at a rate of 5,000 a month. A 
previous year’s production now in one single 
week — every week. 

So begins the story of the greatest industrial ex- 
pansion in history; an industrial miracle that far 

surpasses anything our enemies ever have done 
or can do. Not only did we out-produce the Axis 
but the acceleration in our production during 
the past 12 months exceeded the greatest increase 
in German output during their forced-draft war 
preparation of 1939, when their production rose 
from 1,100 to 1,600 planes per month. 

The toughest part of our job was accom- 
plished in 20 months. We boosted deliveries 
from 100 or so to 1,000 planes a week, passing 
the combined Axis powers. Today, Germany's 
curve is flattening; ours is climbing steeply. Lt. 
Gen. Henry H. Arnold, Chief of the Army Air 
Forces, assures us that Army contractors will 
produce not less than 148,000 planes in the 
remainder of 1942 and in 1943. During that 
same period Navy contractors will turn out at 
least 37,000 additional planes. 

Manpower in the airframe, engine and pro- 
peller industries was increased from 125,000 to 
450,000 workers during the past 20 months, with 
the prospect that the industry will be employing 
more than 1,000,000 men and women in 1943. 
Many manufacturers are solving their personnel 
problems by recruiting women workers. More 
than 40,000 of them — teachers, stenographers, 
waitresses, housewives and school girls — today 
are welders, assemblers, machine operators and 
inspectors on aircraft production lines. Produc- 
tive floor space in the airframe, engine and pro- 
peller industries expanded from 18,000,000 sq. 
ft. to nearly 55,000,000 sq. ft. during the last 20 
months. Further expansion to more than 
60,000,000 sq. ft. may be expected this year and 
an ultimate figure of more than 100,000,000 
is a distinct possibility. 

To grasp the full magnitude of this task we 
must remember that a single medium bomber 
has 30,000 parts, which are built into 650 minor 
sub-assemblies to make 32 major sub-assemblies. 
The entire process involves 30,000 man hours of 
labor. Each of the two engines in this plane 
requires 50,000 specialized inspections. Every 
one of the 50 instruments entails many hours 
of precision workmanship. Yet today there is one 
factory turning out 4 bombers every day. Anoth- 
er produces fighters at the rate of nearly 20 a day. 

To the amazement of the entire world these 
manufacturing miracles were accomplished with- 
out sacrificing the high standard of American 
aeronautical equipment. There has been some 
loose talk about the quality of our combat air- 
planes as compared with those of our allies and 
our enemies. Indisputable evidence of the supe- 
rior stamina of our aircraft under fire is written 
between the lines of almost every war commu- 
nique. Every battle record tells a story of heavy 
losses inflicted at small cost upon numerically 
superior enemy forces. The consistency of this 
performance on all the far-flung battlefronts con- 
stitutes the most eloquent testimony of the high 
calibre of our designs, our manufacturing 
methods and the skill and daring of our pilots. 

And let us remember that our decisive victory 


A Year’s Production A Week — Every Week 


in the battle of production was not won without 
headaches and heartaches on the part of man- 
agement, labor and government. 

When the President sounded the call for 
50,000 planes in the spring of 1940, the program 
called foronly 5,500 military aircraft-Government 
and industry reeled from the shock—both deter- 
mined, however, that it could and would bedone. 

The Army, the Navy and the old Defense 
Advisory Commission set to work to draft a 
program. This has been revised many times — 
upward! Congress then proceeded, more slowly, 
to modify the laws that would have obstructed 
the realization of the objective. Then the avia- 
tion industry, without contracts, in the face of 
discriminatory profit-limitative legislation, and 
with nothing but oral assurances of govern- 
mental intentions, went ahead with its Hercu- 
lean expansion plans. New factories were com- 
pleted long before facilities-contracts and their 
funds were forthcoming. 

The rugged individualists who had founded 
and built the aviation industry cast aside their 
rivalries and embarked upon a period of unselfish 
cooperation. Priceless engineering experience was 
exchanged. Material was relinquished for trans- 


fer to plants where it was needed more urgent-, 


ly. Successful personnel training methods and 
experience in the use of women workers were 
pooled for the benefit of all concerned. During 
one recent month, the cooperation among eight 
southern California plants averted more than 
1,860 potential bottlenecks in production. 

As the lessons of the war dictated the need 
for greater numbers of particular airplane types, 
many manufacturers accepted orders for planes 
designed and developed at rival factories. Strik- 
ing examples are the long range bombers being 
turned out by plants where only trainers, fight- 
ers or dive bombers formerly were made. 

Mindful of the risk involved in educating 
rivals, thereby creating future potential compe- 
tition, subcontractors nevertheless were sought 
and trained by pioneer manufacturers. Makers 
of toys and wheelbarrows, automatic stokers and 
linoleum were among those who rallied to the 
call. Within a year subcontracting rose from 13 to 
36 per cent of the total program. It still is rising. 

When the automotive industry came into the 
picture, aviation manufacturers gave generously 
of their time and knowledge to start the new- 
comers. Liberal licensing arrangements enabled 
them to reap the full benefits of technical 
developments. Automotive engineers swarmed 
through the aviation plants in search of the exact- 
ing “know-how” of the aeronautical industry. 

Each type of aircraft that reaches the pro- 
duction stage is the result of long periods of 
research, design and development. ‘The unseen 
workers toiling in the wind tunnels and the lab- 
oratories of government and industry are the 
unsung heroes who tirelessly are striving to 
surpass all previous efforts. Their brilliant accom- 
plishments are eloquent testimony of the superi- 
ority of men and women who are blessed with 
freedom of action and thought. ‘Today more 
than 20 experimental combat airplanes are under 
development and will replace older types as 
soon as they fulfill the exacting requirements of 


our armed forces. Among these are aircraft that _ 


promise to outfight and to out-perform any and 
all of the much vaunted warplanes of the Axis mili- 


tary machine. And this without loss of production. 

Every man, woman and child of all the United 
Nations may fervently be thankful that those 
who chart our course in aircraft production have 
not frozen design to such a degree as to make 
impossible the immediate adoption of improve- 
ments as they come out of these laboratories. 

What does this brilliant record mean in terms 
of final victory? 

Every newspaper reader has learned this basic 
war lesson . . . air supremacy is the essential 
ingredient. of military success. As the balance 
of air power shifts, so do the fortunes of war. 

In those dark days when our output was 500 
planes a month, Germany’s was 2,000 and the 
German air force was twice that of our Allies. 
When we reached 2,000 a month last fall, Ger- 
many had advanced to a monthly rate of 2,500. 
Today, as this is written, we have caught up with 
the enemy’s backlog. The air forces of both sides 
are about equal numerically and United Na- 
tions’ production exceeds that of the Axis by 
27 per cent. Next summer (1943) both the air 
force and the output of the United Nations will 
be double those of all the Axis powers. 

That is the pattern of ultimate victory! 

The pattern of the peace to follow also is 
gaining in definition. The airplane has shriveled 
the world to one-fifth its former size. Its use as 
an instrument of destruction is but a momentary 
distortion of the pattern of human progress. Its 
potential power, as a stern preserver of peace, is 
beyond imagination. Today’s air routes of our 
Army Air Force Ferrying Command are the 
international trade routes of tomorrow. Giant 
airliners, by reducing time and space, will speed 
fraternity among the nations and disunity will 
give way to better understanding and goodwill. 

Flying freight trains, with aerial locomotives 
towing glider boxcars, will serve large cities, 
decentralizing population and giving to inland 
cities many of the commercial advantages of 
seaports. Air mail and passenger pick-up lines 
will fill the gaps between these transcontinental 
trunk lines and tie in the smallest hamlets. 
Universal fly-it-yourself services will provide air- 
plane facilities for those who do not own low 
cost private aircraft. Roadable rotary wing air- 
craft and family planes of the fixed wing type 
may even run household errands. 

The coming generation of business men who 
today is piloting our war planes will find air- 
craft as essential to business as it now finds 
them essential to victory. 

Commenting on our war production record, 
Donald Nelson has said, “We are today in the 
position of men who realize that they are 
actually doing the impossible”. 

The mass production miracle that the avia- 
tion industry — management and workers alike 
— has performed through the all-out effort of 
free enterprise can and will serve civilization in 
peace as it has in war. 

With this boundless new medium of transpor- 
tation and its concurrent technological develop- 
ments we shall rebuild our way of life to a rich, 
new fullness upon the ruins of a war-torn world. 


President, McGraw-Hill Publishing Company, Inc. 


This is the third of a series of editorials appearing monthly in all McGraw-Hill publications reaching more than one and one-half million readers. 
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FOR AMERICA’S FUTURE! 


Tue skill that produced A-C all-steel Sinks 
and Cabinets is temporarily employed in turn- 
ing out fighting equipment . . . the stuff that 
will win Victory aad guarantee the American 
way of life for the future. We are putting heart 
and soul in that job . . . because we know 
it is only temporary. We want to get it done 
quickly . . . and get back to the business of 
building better kitchens for this grand coun- 
try of ours! 
AC Sinks are available for government 


approved defense housing. If you are bid- 


ding on any such jobs, get in touch with us. 


AMERICAN CENTRAL 
MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 
\ 
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Models: 


Selling features: 


SILEX Coffee Makers 
The Silex Co., Hartford, Conn. 


Percolator, drip and “Biggin” 
models. 

All models have ex- 
clusive Silex features—percolator 
model combines automatic “drip” and 
regular “perc” methods, delayed ac- 
tion brewing chamber, wide infusion 
area, and “Coffee-miser” filter for 
clear, sediment-free coffee. 

Drip model features “Coffee-miser™ 
filter combined with glass. 

“Biggin” provides for small por- 
tion of water at a time, extracts 
every drop of coffee flavor. 

A new vacuum-type model * 
features platinum striping, and the 
Delray, a narrow neck model have 
been continued in line. 


*‘Aiken” 


Prices: $2.95 each for new models; 
“Aiken”, $4.45; Delray, $3.95.—Elec- 
trical Merchandising, September, 
1942. 


G-E Fluorescent Ballast 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Device: 4-lamp ballast for fluorescent 
lighting in war plants. 

Selling Features: Operates four 100- 
watt lamps over a line-voltage range 
of 250-280 volts; applicable to cir- 
cuits in the 265/460 volt-Y class: 
uses less copper, iron, steel and alum 
inum; weighs and costs less than 
lulamp 

erchandising 


100-watt ballast Lelectrica 
Septem he 1942. 


v 


RECO Hoods 


Reynolds Electric Co., 2650 W. Congress 
St., Chicago, 


Device: Reco color hoods for 
during blackouts. 

Selling Features: Strong shells of na- 
tural colored glass; slip over ordinary 
light bulb; springs inside hold hoods 
rigid to globe either straight up or 
upside down; available in blue, green, 
amber, purple and canary. 

Price: 20¢ and 
chandising, 


lights 


Mer- 


up.—FElectrical 
September, 


1942, 


SEPTEMBER, 
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G-E Fluorescent Starter fii. ; 

General Electric Co., Appliance & 
Dept., Bridgeport, Conn. 


Device: “Master No Blink” manua A. 
reset fluorescent lamp starter. 


Selling Features: Locks dead lampf§ “Air Co 
out of circuit, allowing instant refMa 1s 
placement; no current flows throug shed by 
ballast after dead lamp beespgricultur 


locked out, prolonging life of ba-gyect m: 


last; eliminates “cooling” period re{ginciples 
quired with automatic starters; imum 
red button snaps forward when d 1 requir 
lamp is locked out, and is coer Ber l thods oO 
manually to reset starter after worggos with 
out lamp is removed; available ipment, 
30, 40, and 100 watt lamps. —Electr™ satisty 
al Merchandising, September, 1942 ands as 
thors ar 
v Try of t 
Useful Government 

Pamphlet ew N 


Every company dealing directly or ind{The Nat 
rectly with the Army, Navy, or Procurdf§ sociation 
ment Division of the Treasury Deparfw public 
ment, as contractor or subcontracto§ent Stan 
should procure a copy of a governme@§The nev 
pamphlet wherein may be found for tal, perf 
first time in printed form a definite outligfst standa 
of the manufacturing and other contraftrance at 
performance cost items, and expenses circuit 
an administrative and distribution natu#mbinatio 
which are allowable under contracts w:§d branch 


these three government agencies. uit bre: 
The pamphlet—entitled “Explanation {Copies r 
Principles for Determination of Cos#§adquarte 
under Government Contracts”—may € price 
obtained from the Superintendent of Doc: 
ments, Washington, D. C., for ten cet 
v 
Unive 


REA "Care and Use” 
Leaflets Populc P 


ST. LOUIS—Homemakers are alm 
desperately interested in finding out | 
to make their scarce electrical applian 
last longer, the U. S. Department 
Agriculture has discovered. 

Within a week aiter the Rural §! 
trification Administration offered 
copies of leaflets on care and use of apf 
ances, its St. Louis office had request 
from rural electric cooperatives for 
million and a half leaflets. These leaflet 
are reprints from pages in the Rut 
Electrification News, and tell housewiv 
how to use and care for their electr 
washers, irons, refrigerators and rang 
Similar pages will deal with care and 
of electric vacuum cleaners and light 
equipment. 

v 


McCall's Magazine 


“Chart for Equipment care,” new leal 
let in the Victory Library series 
lished by ‘“McCall’s Magazine”, te 
women how to get maximum service fro 
household appliances. Refrigerator 
ranges, washing machines, vacuum c!ea® 
ers, roasters, toasters, hand irons, 
ers, mixers and waffle bakers appea 
the chart, with directions for prpé 


care while in use, after each use, 2 pack 
what to do every week, every mcntfvice de. 
and at longer intervals. ract con 
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| NEW MERCHANDISE 
and manufacturers 
N ~) = Gb 
| 
| 
IVERSAL 
| ? 
| | 
ds of 
al disple 


EW LITERATURE 


Good Housekeeping 


“}-oduct Use . . . and Development” 
th title of a new book describing and 
ict ing the operations of Good House- 
eep 1g in the Institute and the Bureau. 
ub) shed particularly for the informa- 
m of industrial executives and their 
search and supplementary staffs. 


Durez Plastics 


A non-technical discussion of the man- 

jacture of plastics from the raw ma- 

rials to the finished products has re- 

ntly been issued by Durez Plastics & 
hemicals, Inc., North Tonawanda, N. Y. 
eight-page booklet illustrates and 

scribes the manufacturing process, 
mpression molding, and of 

fer henolic plastics and resins, in a very 


to-read style. 


mana A. C. Circular Issued 

Jame “Air Conditioning for Houses in Cali- 
ant re(prnia” is the title of Circular 351 pub- 
througs[ened by the University of California 
beepgricultural Experiment Station. The 
of ba.gediect matter covers the physiological 
riod reqginciples of air conditioning and the 
sma'getimum conditions desired, the loads 
en dead Tequirements to be satisfied, various 
ished thods of achieving the desired condi- 
or worggons with minimum demands upon the 
able joq@uipment, and the selection of equipment 
Electr. satisfy as many of the remaining de- 


as the home-owner wishes. The 
thors are Hayden C. Gordon and R. L. 
rry of the experiment station. 


nt 
ew N.E.M.A. Service Booklet 


y or inf The National Electrical Manufacturers 

Procurq§ sociation announces the release of a 
Deparf%w publication entitled, “Service Equip- 

Standards.” 

vernme@§ The new handbook incorporates gen- 

1 for t@§al, performance, rating, marking and 


te outlingjst standards for devices such as service 
contragmtrance and meter service switches, serv- 
penses circuit breakers, meter test blocks and 
on natuf$mbinations of meter service switches 


‘acts wid branch circuit fuse holders or branch 
es. uit breakers. 


anation Copies may be obtained from NEMA 
of Cosf§adquarters, 155 East 44th St.. N. Y. C. 
—may fe price is 30¢ per copy. 

of D Nea 

ten cer 


Universal Replacement 
opule Package Display 


e alm 
out | 
pplian 

tment 


Home Cleanino tow 
Replacement Prgyait 


yusewive 
r electt 
d rang 
e and 

1 light 


new 
ries 
1e”, 
vice fro 
igera‘or 
um — lve parts packages, 3 cleaners, and 5 
mS, 1's of bright red ribbon constitute an 

r prop Pal display for the new Universal 3-point 
use, 2! is package replacement program for 
> mont@vice deslers’ window or showroom to 


"act consumer attention. 


te 


Many dealers have given up their businesses to 
join the Services or go into war industries. Their for- 
mer customers must find new dealers with whom to 


do business. 


You'll get more business from the Classified 
when you give prospects a complete list of 
the products or services you offer. Perhaps, 
like so many other firms, you will also find it 
profitable to advertise under several classifi- 
cations in the Directory. 


DISINBESTRICAL MERCHANDISING—SEPTEMBER, 1942 


Many people who bought 
a product 5 or 10 years ago may 
be unable to replace it now. They 
will want to find an authorized 
service dealer, 


wry J 


War workers are moving into other communities. 
They don't know any local tradespeople, what ad- 
vertised products are carried, or where they can get 
service on any household products. 


S the war goes on there will be more and more 

shifting of markets for sales and service. Much 

of this new business will go to concerns who are 

represented in the Classified section of the Telephone 
Directory. 


An advertisement such as shown to the left attracts 
prospects because it contains the type of information 
they want to know. 


Get your share of this new business by calling the 
telephone company and asking for the 
Directory Advertising Representative. He 


can help you plan a most effective advertis- 
ing message. 
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JERSEY. 


~~ 


ELIMINATOR 
OF LIGHT 
BOTTLENECKS 
WAR PRODUC 


‘THAT PREEDOM 


This huge illuminated "Wartime Lighting Service Record” book has been erected in the 
G. E. Institute at Nela Park, to record names of lighting men who distinguish themselves 


TANTIAL 
IBUTORS 
AMERICA’S 
EFFORT 


ROM THE EARTH 


in a drive just launched by the lighting industry to eliminate from the war industry 
thousands of lighting bottlenecks interfering with production. Left to right, L. C. Kent 
director of activities of G. E. Institute, and W. G. Darley. who will supervise judging 
candidates applications for membership in the bomber-builders’ "club." 


Fluorescent Prices Reduced | 


CLEVELAND—Another substantial re- 


duction affecting the list prices of fluo 
rescent lamps and costs of wartime 
lighting, effective September 1, was an- 
nounced recently by General Electric, 
Westinghouse and Sylvania. This price 
reduction, ranging from 12 to 17 per 
cent on individual G-E Mazda _ fluo- 
rescent lamps affected, marks the seventh 
major reduction in four years. 

The price reduction, made in the face 
of rising cost trends in other commodity 
lines, is attributed by Nela Park off- 
cials to a combination of new manufac- 
turing economies, recent technical devel- 
opments, and increased use of the prod- 
uct in war industries. They also point 
to such additional consumer benefits as 
the increased light output and extended 
burning life of today’s G-E Mazda F 
(fluorescent) lamps. 


Thermador Buys Inca 
Equipment 
LOS ANGELES—The Thermador Elec 


trical Manufacturing Co. of Los <An-| 


geles has announced its purchase of the 
machinery, dies, equipment, and inven- 
tory of the Inca Manufacturing Div. at 
Los Angeles, of the Phelps Dodge Cop- 
per Products Corp. 

The purchase, arranged by Harry H. 
Fogwell, president, and William C. 
Cranston, vice-president of Thermador, 
becomes effective immediately. The pur- 
chased equipment is being installed in 
the Thermador Los Angeles plant, and 
the company will be ready to serve in- 
dustry with priority products of small 
transformers, solenoids, and allied prod- 
ucts about September 1, 1942. 


Sylvania Changes Name 


SALEM, MASS.—Stockholders of Hy- 
grade Sylvania Corp., meeting at Salem, 
Mass., recently, changed the name of 
the corporation to Sylvania Electric 
Products, Inc. The trade name “Syl- 
vania” will be used on all the company’s 
products. 


Greusel to WPB 


MILWAUKEE, WIS.—Frank W. Greu- 
sel, president of Greusel Distributing 
Corp., Milwaukee, Wis., has been ap- 
pointed manager of the Milwaukee Office 
of the War Production Board. The re- 
maining personnel will continue to carry 
on at the Greusel Distributing Corp. 


Kelvinator Breaking 
Big Ad Campaign 


DETROIT — Kelvinator retailers tl 
month received renewed practical assur 
ance of their company’s full support wit 
the announcement by Nash-Kelvinato: 
now fully engaged in war work, that i 
September it will launch extensis 
advertising drive that is expected to ly 
on a sustained basis. 

A comprehensive number of nationa 
magazines, trade publications and_ bus 
ness papers will be used, according 
| Frank R. Pierce, vice president. The 
objective, he said, was full support of the 
war effort, and the protection of the 
company’s name and its retailers. 

In September trade paper copy, 
statement over Pierce's signature, de 
clares that Nash-Kelvinator’s new cor 
sumer advertising has been designed t 
accomplish three things: 

“To report on the vital part Nash- 
Kelvinator is playing in America’s wa" 
effort—the honor of building fleets o! 
great cargo-carrying flying boats, er- 
gines for the highest-flying fighting ships 
in the world, and thousands of prope- 
lers for the fighters of the United Na‘ 
tions. 

“To promise that the Kelvinators 
the peacetime to come will be finer, bet 
ter than ever because of the amazir 
technological developments called for : 
Kelvinator war work. 

“To maintain and to increase, for tl 
future profit of Kelvinator retailers, th 
brand preference for Kelvinator.” 

Pierce expresses confidence in the a 
vertising that “when the name of Ke 
vinator comes back from war, it wi 
have a new and deeper significance ¢ 
the American people—and will be 
even greater value to the retailer fran 
chised under the Kelvinator Selectiv 
Dealer Policy.” New prospects, he sai 
would be the greatest in history. 

Dramtic full-page, four- color Nash 
Kelvinator copy will break in 16 leading 
national magazines beginning in Septem 
ber, it was made known by H. G. Little 
director of advertising and public rela 
tions. Also planned for early insertio 
are black and white ads in newspapers ! 
selected markets and plant cities, he re 
vealed. 

Peacetime builder of Nash automobile 
and Kelvinator and Leonard refrigerators 
Nash-Kelvinator is now completing it 
program and will devote its expande 
facilities exclusively to the productio! 
of mammoth Vought-Sikorsky carg’ 
carrying flying boats, 2000-horsepowe 
Pratt & Whitney engines for the hig!est 
flying fighting planes in the world, mas 
quantities of precise hydromatic propel! 
lers, and considerable other mil tan 
equipment. 
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Bonnell W. Clark, vice president in charge 
of sales, Westinghouse Electric & Mfg. Co., 
and president, Westinghouse Electric Sup- 
ply Co., addressing the |6th Western Radio 
and Appliance “Trade Dinner'’ meeting in 
the Western Merchandise Mart, San Fran- 
cisco, August 5. 


Premier Service Appointment 


R. B. Wilson, executive vice president, 
Electric Vacuum Cleaner Co., Inc., Cleve- 


land, Ohio, recently announced the ap- 
pointment of E. A. Wildermuth, 1102 
Atlantic Ave., Brooklyn, N. Y., as the 


authorized service station and parts dis- 
tributor for Premier cleaners in the coun- 
ties of Kings, Queens, Nassau and Suffolk. 
E. A. Wildermuth has been the exclusive 
distributor for Premier Vacuum Cleaners 
in Long Island since November, 1941. 


P.C.E.A. Plans Program 


The business development and admin- 
istrative services sections of the Pacific 
Coast Electrical Association met in Los 
Angeles recently to formulate plans for 
the year. Fall conclaves are planned for 
October 22 and 23 at Fresno, Calif., at 
which work for the year will get under 
way. District meetings, designed to carry 
the benefits of the Association to local 
members not able to attend distant gather- 
ings, will be held this year at San Jose, 
Oakland, Sacramento, Stockton, Fresno, 
3akersfield, Pasadena, Long Beach, Mon- 
tebello, Santa Monica, Riverside, Santa 
Ana and San Diego. The popular quiz 
program, at which experts answer ques- 
tions submitted by the membership wil! 
be continued as a feature of the program. 
S. E. Gates, president of the PCEA will 
preside at all meetings. 


Report Service Work Increase 


SAN FRANCISCO—Reporting on its 
“authorized repair service dealer” cam- 
paign, the Pacific Gas and Electric Com- 
pany records a marked increase in appli- 
ance repair work throughout northern 
California. Says O. R. Doerr, general 
sales manager, “Repair service dealers 
generally have almost all the work they 
can handle. Customers are unable in ail 
instances to obtain the prompt service 
that is desired.” This volume is expected 
to increase as appliances demand more 
attention and additional service facilities 
are expected to be installed. The utility 
is continuing its advertising featuring the 
copyrighted slogan, “Durationalize Your 
Appliances,” throughout August. 


Apex Service in Chicago 


CHICAGO—Charles Smith of the Apex 
Electrical Mfg. Co., announces that he 
has purchased the Apex Midwest Serv- 
ice Inc., 1315 W. Randolph St., Chicago, 
and will operate it as a sideline to his 
regular sales work. 


Do WE HAVE THE 
RIGHT ADDRESS? 


If you've moved recently or are planning a 
change, let us know now so that copies of Electri- 
cal Merchandising will continue to be delivered to 
you promptly. Use this coupon or a penny post- 


card. 


MAIL TO 


t 
! 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


McGraw-Hill Publishing Company, Inc. 
Circulation Department 
330 West 42nd Street 


1942 


IF YOU DO SERVICE WORK, return the old part when ordering a new 
part from us, or from any of our authorized service stations listed 


below. 


We realize and regret that this entails inconvenience for you. It 
does for us, too. But we’re sure you'll want to cooperate—as you 
have with every other Toastmaster plan—when you appreciate the 


reasons that make it necessary. 


HERE ARE THE REASONS: 


With the war’s duration very uncertain, this plan will help 

| save vital materials by conserving our parts stock. It will en- 
able us to recondition old parts so that they can be used 
again, if necessary. Those that are beyond repair, however, 
will be turned in for scrap salvage to help win the war. 


Because it combines our efforts to make parts available for 
the duration, this plan will enable you to service—and profit 


from— whatever Toastmaster products are brought to you for 


repairs. 


Because it enables us to cooperate in keeping Toastmaster 
products operating efficiently, this plan will help us both to 


preserve the good will of your customers for the post-war 


years. 


IF YOU DON'T DO SERVICE WORK, 
you may have an expert repair job 
done for you by sending the prod- 
uct to the nearest Toastmaster 
service station listed below, or to 
us. Be sure to return with it any 
parts that have been removed. 


Whatever repairs are necessary 
to restore the product to efficient 
operating condition will be made 
—at the lowest possible cost. If 
you request it, an estimate of re- 


* * 
FACTORY 
McGraw Electric Co. 
FACTORY BRANCH SERVICE STATIONS 
222 W. Adams St. 
Detroit, Mich... ........... 446 Book Tower Bidg. 
Los Angeles, Cal............ 1510 Santa Fe Ave. 
New York, N. Y....... 196 Lexington Ave., 10th fl 
AUTHORIZED SERVICE STATIONS 
Georgia Power Co. 
75 Marietta 
Baltimore, Md......... Caltaare | Electric Light Co. 
W. Cold Spring Rd. 
18 Boylston St. 
Cincinnati, Ohio. ............. Whittle Electric Co 


431 Hopkins St. 
Cleveland, Ohio. . Electric Repair Co. 


1 Prospect Ave. 


W. Davis 
Co. 


323 W. Colfax Ave. 


* 


pair cost will be sent to you. To 
this figure you can add your nor- 
mal handling charge in quoting the 
customer. 


LET US THANK YOU for the coop- 
eration we're sure you'll give this 
plan. Your good will is our most 
valuable asset, and we're guarding 
your interests against the day when 
new and finer Toastmaster* prod- 
ucts will help bring back your ap- 
pliance volume! 


* * 
Miami, Fla... . . . Florida Appliance Sales & Service 
751 W. Flagler St. 
Minneapolis, Minn............. Kelly Electric Co 
241 S. Seventh St. 
New Orleans, La............ Reliance Electric Co. 
: Camp St. 
Philadelphia, Pa............ Joseph T. Fewkes Co. 
137 N. Twelfth St. 
Pittsburgh, Pa.......... Quick Service Electric Co 


Jenkins Arcade Bldg. 


Portland, Ore. .Bressie Electric Co. 
“909 Southwest Fifth Ave. 

Singer Crockery Co. 
. Ninth St. 

229 St. 

Seattle, Wash....... Appliance Parts & Service Co. 
214 Stewart St. 

Spokane, Wash.............. Maxwell-Franks Co. 
619 First Ave. 

544 Natoma St. 

Cots, Kaemmerlen Flectric Co. 
2318 Locust St. 

Washington, D. C.....Carl W. Dauber Electric Co. 
2320 18th St., N. W. 


TOASTMASTER 


* TOASTMASTER” is a registered trademark of McGraw Exvectaic Company, Toastmaster Products Division, 
Elgin, Ill. Copyright 1942, McGraw Electric Co. 
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MOTORS 


Aircraft 


Antennae reel motor, wound for 1/13 H.P. at 
8500 R.P.M.—-either 12 or 24 volts. 
ball bearings. 


Equipped with 
Reversible (3 leads); diameter of 
housing 2.306"; overall length not including the 
shaft ex'ension. 2 15 16"; shoft-extension .766": 
shaft diameter .250°'; weight 1 Ib. 3 oz. 


Signal Telegraph Instruments 


SIGNAL Wireless and Telegraph Instruments are playing 
can important part in the war effort. Constructed according 
to exacting specifications, they are used lal 
in many branches of the service on Ee 
arc recognized for their high quality . 


and dependability. 


2112-S Sounder 


Signal Portable Electric Tools 


OB-5 ‘2” standard duty electric 


drill. Ball bearing. Recommended 
for general production service. 


OB-8 light duty electric drill, 
designed for intermittent service. 


MENOMINEE, MICHIGAN 


Offices in all principal cities. 


SW-37 Relay 


. SIGNAL ELECTRIC MFG. CO. 


Get the right answer fast— 


for more efficient, profitable 
handling of every type of 


practical electrical job 


Thousands of men have used previous editions of this 
famous handbook with satisfaction, as a working guide 
of everyday usefulness. Now it is ready to help you 
too, in a big new Sth edition—600 pages larger than 
before—brought up to date in every respect—more 
than ever before the one great pocketbook of practical 
electricity for vou 


Just Published—New 5th Edition 


Crofts AMERICAN ELECTRICIANS’ HANDBOOK 


HIS book is packed from cover to cover with the 


Revised by 


facts which every man engaged in electrical work CLIFFORD C. CARR 
needs to have constantly at hand. It gives the informa- 
tion you need in the form in which you can use it. ing Department Pratt’ Inoti 
From clear explanation of the fundamentals of electric- tute 


ity to suggestions for remedying the troubles of electrical 
equipment, the information is the kind that helps prac- 
tical electrical men—wiremen, contractors, linemen, plant 


1600 pages of 


superintendents, operators, construction engineers and  /7aetical data, helpful pointers 
explanatory tiiustrations and 
others—to select and install electrical apparatus and diagrams, useful rules, recom 
materials intelligently for the performance of specific mendations, and short cuts, anc 
services. It gives the kind of data that will help them —""*¢# descriptive information on 
operate electrical equipment efthciently and to maintain S897 


it at high operating efhciency. Price only $5.00 


@ 10 big, detailed sections: Fundamentals 
Properties and Splicing of onductors McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 
Cir sand ( ( tions. Gene ] > 
Fle Send me Croft’s American Electricians’ Handbook for 
juipment and batteries. Gen 10 days’ examination on approva In 10 days I will 
r and Motors Transformers. Out- send $5.00, plus few cents postage, or return book 
sid Distribution. Interior Wirir g. Elec postpaid. (Postage paid on cash orders.) 
tr Lighting. Wiring Tables 
© Ac te data and engineering principles Name 
pr in simple, understandable way. 
@ Ma orked-out problems to illustrate Address 
pp tion of rules 
eA formation in accordance with 1940 ~° City and State 
Na ul Electrical Code and preferred 
present day practice Position 
10 DAYS’ FREE TRIAL—WMAIL COUPON Comme» 
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DISTRIBUTORS 
| Going for NEW Lines 


Merchandise that appeals to home 
channels is favored, survey shows. 


DRUGSTORE executive made 

the remark a few years back, 

“We'd give anything to have 
salesmen like you folks in the electrical 
appliance business—who will not only 
out and _ interest but 
warm them up, and fit the device right 
in as a part of their lives.” 

With thousands of distributors 
reaching out for new lines these days, 
brands of that at one 
time had to suffer along with indiffer- 


reach pet ple, 


merchandise 


ent representation are getting just 
what this drug chain executive 
dreamed of. Left in the lurch when 


Washington killed off appliance man 


ufacture, these distributors didn’t take 
their doll rags and go home. They 
vere hit far worse than retailers, for 
they were specialists, had no public 


jollowing and had to stand by and see 
ir dealer outlets diversify into other 


Philco's Activity 


One of the most active outfits in 
getting out and digging has _ been 


Phileo Distributors, Inc., of Chicago, 
which formerly sold radios and re- 
frigerators through some 400 retailers 
in the Chicago area. 

Today its salesmen will sell you an 
introductory set of Fire King glass- 
ware for $1, 23 pieces for $3.98, 52 
pieces for $5.98 and 75 for $9.95, 

Chat dapper Philco salesman is out 


|promoting Sellers kitchen cabinets, 
E.C.A. fluorescent lighting, Elite 


phonograph records, Seal-Leak for 
tires, Soil-off for cleaning woodwork 
and some automobile radios if he hap- 
pens to have any. 

Possibly the Philco jump on the 
situation in Chicago was inspired by 
the activity last autumn by the Philco 
Corporation, whose James H,. Car- 
mine, vice president in charge of mer- 
| chandising, got busy lining up priority- 


| 


free merchandise for its 150 odd 
distributors over the country. 

Floor coverings, particularly lin- 
ileum, are favorites with appliance 


dealers. Says H. L. Ashworth, secre- 
tary-manager, Wisconsin Radio, Re- 
irigerator & Appliance Association, 
“At three distributors in Mil- 
waukee, to my knowledge, have gone 


least 


into floor coverings. 


siblv three 


Two, and pos- 
‘ added phonograph 
record lines, two have taken on toy 
lines and I know of one who recently 
| took on a soap line.” 


have 


Minneapolis Viewpoint 


It is too early, according to Wm. A. 
Ritt, secretarv-manager of the North 
Central Electrical Industries, in Min- 
neapolis, to know what distributors are 
going to do in the Twin Cities. While 
none have faded out of the picture, 
there has been some elimination of 
branch houses, and of course a great 
reduction in personnel. 

The large companies like General 
Electric, Westinghouse, Graybar, have 


many ‘lines to keep them going, ce. 
clares Mr. Ritt. These firms 
added a variety of items running fro 
ordinary carpet sweepers to kitcher 
cabinets, but even the supply of thes 
materials is being curtailed. 

“The so-called specialty distributor 
have added floor coverings and paint 
in two cases. Outside of that most o; 
the distributors of electrical app! 
ances in this area have always oper 
ated on a diversified basis and seer 
to feel they are going to get along fo: 
the rest of this year and all of nex 
year, even though their operations m 
be greatly curtailed. One of the fea- 
of this part of the country 
that we do not, as a rule, ride the cres 
of boom trade, nor do we sink to t 
lowest depths. Nearly all of the dis 
tributors here will weather out t! 
storm if the war doesn’t last too long 

F, A. Forster of the Forster Dis 
tributing Company, Minneapolis, 
taking steps to enlarge his service de 
partment. The Forster firm distri! 
utes Motorola home and car sets. 

The Roycraft Company, Minneapo- 
lis, is already distributing Rubberlii 
for use in preserving tires and is ad¢- 
ing Seal-Leak puncture-proof com- 
pound made by the Seiberling Co. 

The Hayer Corp., RCA-Victor dis 
tributors, of Minneapolis, is plugging 
Maestro record albums, and photo al 
bums. 

In Kansas City radio and appliance 
distributors are operating on a re- 
duced basis with fill-in lines to hel; 
out sales volume. 

Declares G. W. (Jerry) Westo1 
secretary-manager of the Electrica 
Association of Kansas City, “One ag 
gressive radio and major appliance 
distributor has added fluorescent light 
ing equipment, sewing machines, small 
appliances, gifts and novelties, kitcher 
cabinets, California redwood cabinets 
and chests, dining room furniture, an¢ 
Coolerators. On the latter product he 
is the first distributor in the country 

“Most of the other distributors hav 
followed the same pattern to a mor 
or less extent,” says Mr. Westot 
“With other lines like floor lamps at 
linoleum, Certain are driving 
hard for commercial business in wa! 
plants and training schools. One dis 
tributing controlled by 
dealer, has moved to the dealer’s stores 
where a large new service department 
is established. Another distributor | 
factory branch) moved in with an aut 
factory branch. Still another factor) 
branch is through with supplies com- 
pletely but is operating a service de- 
partment at the same location.” 

That about teits the story of what 
is going on in the distributor field in 
most cities and towns. After the \ ar 
say the men, the chances are that ‘ey 
will continue to distribute on a br: ad- 


lave 


tures 


ones 


business, 


er basis, avoiding the narrow special 
‘ 
ization that nearly put them be! ‘né 


the eight ball this time. 
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makes and models of refrigerators sold 


A Dealer Dissents 


ewe CONTINUED FROM PAGE 7 


litioned” to the best of his ability repaired and 

) 50 on account of the risk involved — put in good working order the used 
n connection with the mandatory 
guarantee for one year. If the unit 
should fail during the vear he could 
asily be out considerably more than 
jis entire gross profit on the refriger- ily for a 
itor. At the “unreconditioned” price, average honest cealer that he has ful 
the dealer in some cases could be out filled his obligation. Particularly 1s 
pocket more than his original selling this so when he knows that in many 
ice, should the unit fail during a 90 . certain types 
Replaced by the dealer of sealed units, and com- 
customer would 
then have the equivalent of a “recon- 
tioned” refrigerator at the “unrecon- 
jitioned” price—a rather unfair sort 
trade from the standpoint. 


prices, he would hesitate 


refrigerators he has in his inventory, 
contributing a useful service to the 
people of his community, and if these 
used refrigerators operate satistactor- 
90 day period, it seems to the 


cases, repairs to motors 
and motor 
pressor assembly units are returned to 
him with a 90-day guarantee only. 


lay period, 
his expense the 


The Dealer's Dilemma 


I believe if Mr. Waterston were an 
appliance dealer he would surely sym- 
pathize with this point of view and 
would readily understand the dilemma 
faced by the dealer who is willing and 
anxious to serve the people of his 
community in a useful capacity, but 
suddenly finds he is shackled by regu- 
lations that prevent him from opera- 


What About The Guarantee? 


Here is another serious complaint to 
\t this particu- 
future of the appliance 
lealer is very uncertain. It may be 


he year’s guarantee. 
lar time the 
hat before another vear rolls around, 
¢ Will have found it necessary to close 
lis business, or he may have lost his — ting his business on the basis of stand 
refrigerator repairmen or repairman to — ards and costs that he has learned by 
he armed forces or defense plants and 
wen unable to secure others. Now 
to the reputable type of appliance of animosity to the government that 
lealer who has become part and parcel impelled to 
i his particular community, a personal discontinue the sale of used refriger- 
vritten guarantee takes on a particu- — ators 


experience are essential for his par 
ticular business. It is not in a spirit 


many dealers lave felt 


It is not because dealers oppose 
arly sacred obligation, more personal — in principle or deny the necessity of 
nd binding than factory guarantees the sound = anti-inflationary 
m new merchandise. In fact, in this developed by OPA. It is simply  be- 
nstance the dealer assumes the found no 


practical way to operate in conformity 


program 
role of dealers have 
taking upon his shoulders 
he inherent 


cause many 
lactory, 


weaknesses of various with Regulation 139 


for 
Hitler;| 


Yes, the quality materials that used to go into Economaster 
are now going into bombs and other war materials. Sorry . . . 
no more Economasters for jobbers. 


But when these bombs finally wipe the Scum off this Earth... 
Economaster, with its Glo-Heat unit, with its infra-red rays, and 
natural draft circulation will be back again giving quick, 
economical heat for your customers . . . quick profitable sales 


for you. 
UR ECONOMASTER 


ECONOMASTER 
PRODUCTS CO., INC. 


A Tennessee Valley Appliance Organization + 
117-119 Ninth Ave. No., Nashville, Tenn. 


PLANT AT SHELBYVILLE, TENNESSEE 


WHEN PEACE COMES 
AND LOW C 

i$ AVAILABLE TO ALL 


during the past ten or a dozen years. | 
the dealer has conscientiously and | 
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s has long been 
a creed that Voss has pioneered and constantly upheld 
a Voss creed of Safety that has been recogmized the world 


over. Outstanding has been the Voss “Electro-Safe’ 
Wringer (The World's Safest) that has prevented count 
less injuries. 


IN WA R Significantly in this War Effort. 


Voss is now producing war materials that will provide x 
additional Safety for our fighting forces a Safety 
that helps to build confidence and bring Victory 


In War or Peace — play safe - 
genuine Voss parts. 


order only i 
Voss BRos. MFG. Co. 


Quality Washers Since 1876 


DAVENPORT 
POWA 


ty k kk 


Electric Water Heaters 


LTHOUGH the sale of Electric Water 
| Heaters has been largely freed from Gov- 
ernment restrictions, the business will probably 
be limited to present stocks. No more water 
heaters can be manufactured at this time, but, 
the equipment now on hand can, in certain 
| cases, be sold for home installation. 

Do your part to keep your customers’ pres- 
ent Water Heaters in efficient operation by 
making whatever repairs are necessary. This 
is one way in which you can make éxtra dollars 
|and retain valuable customer goodwill. Thermo- 
gray is keeping sufficient spare parts on hand 
to supply your needs. For information concern- 
ing maintenance and repair, write to 


THERMOGRAY CO. 


W. McKinley St. JEFFERSON, 


IOWA 
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ered subjects as the use and care of 


( 
appliances in time of war and also dis 
cussed the various war aims for which 
we are fighting, including that of free 
enterprise. This was paged over, page 
by page, the salesman idding sugges- 
ions and ining the ideas as he 
vent alon lings in this booklet 
include s Ss as Take good 
ire ol the things you have,” “How to 
store tood your refrigerator” 
‘Hints that home laun 
Iry” Bette ig ng eyesight 
servation”, t 1ints—about 
your electr Case rf black- 
vut”’, “What to do if a fuse blows out”, 
“What you pay tor ele c service” 


“What is Amer 


salesman use 


ica fighting for?”. The 
d his own judgment as to 
which of these topics was followed up 


in subsequent conversation, or whether 


the booklet was left without comment. 
He was, however, fully cognizant of 
the fact that the purpose of his call 
was not to acquire statistical data, 
represented by the filling out of the 
questionnaire, nor to pass out a 
pamphlet, but to discover customers 
who were in a doubtful attitude toward 
any f the pany’s objectives and 


o do what he could to better the situa 


tion 


Accomplishments Recorded 


1 


At the close of the interview the 
salesman was required to enter on the 
record his estimate of what he had 
accomplished. If he had ude no 
progress, he was expect 1 to say so 
At the end yf the month he reported 
the number f calls ile, the ipplhi 


What About Salesmen's Morale? 


for future use, those 
needing repair and progress made with 
ybjectives. The supervisor made a 


spot check from time to time on cus- 


ilabl 
ances aVvallavie 


tomers already interviewed by the 
salesmen. He was frank in his ap- 
proach. “Mrs. Smith”, he said in in- 


troducing himself, “I am Mr. Jones of 
the local electric company. The war 
necessary for us to carry 
on a new type of program. I am try- 
» find out if it’s effective. The 
our neighborhood repre- 
sentative called upon you. Will you 
give me your reaction to his call?” 
He then asked her: 


+ 


has made it 


ing ti 


ther day 


|. If she remembered the name of the 
representative who called. 

2. Whether he left a pamphlet. If she 
remembered what it was about. 

3. If she happened to know the rate she 
paid for electricity. 

4. Whether or not she thought she re- 
ceived full value for what she paid 
for her electricity. 

5. Whether she remembered what he 
had said regarding the subject 
“What is America fighting for?", etc. 


he 


made it 


answers to these questions soon 
not the 
salesman had been covering the sub- 


apparent whether or 
ject or skimming over essentials. A 
the 
representative soon brought about re- 
form. There being no premium or 
quotas for results, there was but little 
inducement salesman to mis- 


private interview with careless 


for the 


CONTINUED FROM PAGE 8 


represent the result of the interview, 
especially as the possibility of a super- 
visor’s check-up might catch him out 
on third base. 


Salesmen's Pay Frozen 


Salesmen’s pay was frozen for the 
duration. Occasional pay raises are 
possible according to R. B. McElroy, 
general sales manager, but they will 
come as a result of outstanding per- 
formance. Rating of salesmen is ob- 
tained by weekly reports which cover 
such items as: 


Articles pertaining to his work read 

by the salesman. 

2. Talks made before clubs, groups, etc. 
in the interest of the industry. 

3. Meetings attended. 

4. Customer calls other than survey calls. 

5. Future appliance needs of the cus- 

tomer referred to the supervisor. 


These are evaluated and special men- 
tion made each month of the salesman 
adjudged to have done the most out- 
standing job. To assist the judgment 
of the salesmanager a ballot 
may be taken among the staff of work- 
ers, the results being compared with 
No 
man may receive recognition until a 
written recommendation has been sub- 
mitted to the general manager and ap 
proved by him. This 


secret 


the performance record turned in. 


prevents any 
local exchange of backpatting. The 


man who is awarded special honors, 


however, is given material rewa 
and is also publicized within the 
pany and in local newspapers. 
Results of the first few hundy 
interviews has aided the managen 
by showing customer attitude and , 
extent to which the long-told story 
low has been assimilated. 
value to the civilian defense was | 
knowledge required as to black 
provisions. It was found that 76 pe 
cent of those interviewed had n 
blackout provisions. Six e 
hundred had an appliance which t 
were willing to sell to someone 
might need it more than they 
equal number had appliances wi 
needed repair. Eighty six per 
had no idea what rate they paid, 
spite of the fact that the company 
featured its low rates in 
for several years. The representat 
in the average call, further discuss 
the best use of appliances to meet y 
needs, emphasized again the low r 
of electric service and emphasized | 
\merican way for which we are fig 
ing, including such factors as “e 
opportunity”, the “right to own pr 


rates 


advertis 


erty”, and “freedom of enterprise.” 
Salesmen like the program on 


count of its flexibility and definite: 
and find 
that the interviews give them an 
sight into the customers’ ways 
thinking which will be helpful 
when they return to selling. From: 
company’s standpoint, it gives valua 
information for present and future » 
helps to better customer relations, 
keeps the salesmen at work. 


express themselves as 


Parts, Services & 
Accessories 


RATES: UNDISPLAYED 15 Cents 
* Charge $3.00. 
part 


time 


as 10 words. 


CLASSIFIED 
OPPORTUNITIES: SELLING ... 


a Word Minimum 
POSITIONS WANTED 
aried employment only) % 
the above rates payable in advance. 

LOX NUMBERS—Care of publication New 
York, Chicago or San Francisco Offices count 


SEARCHLIGHT SECTION 


ADVERTISING 
EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 


DISCOUNT of 10% 
in advance for 4 consecutive insertions. 
DISPLAYED INDIVIDUAL 


(full 


tisements 
The advertising rate 


all advertising appearing on other 


if full payment is made 


SPACES with 
border rules for prominent display of adver- 


is $8.00 per inch for 
than a 


contract basis 
request. 

AN ADVERTISING INCH ts measured %* 
vertically on a column—4 columns—48 in 
ches to a page. Copy for new advertisements 
received by September 2ist will appear in 
October issue, subject to space limitations 


Contract rates quoted on 


SPECIALTIES 
Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board pads 
and covers, washer and rone Vers Ohio 
Textile Specialty W 4th «land, O 


FREE! FREE! 


Washing Machine & Vacuum Cleaner Parts 


Save money by ordering all your supplies 
from one dependable source 
Quality, Service, Low Prices! 


MIDWEST APPLIANCE PARTS CO. 
2722 W. Division St. Chicago, Ill. 


Your inquiry 
will bave special value... 


you mention wu nhagazine when w ne a 
vertisers aturally, the publisher w appreciate 
it but tar tt 
reader interest w de mstrate to the advert 
the usefulness and demand for Ly ta 
oe remdered by h advertising 


RE-NU-VATED VACUUM CLEANERS 


By MILBERN 


Milbern's LOW PRICES give you 
the beginning of good-will with your 
new customers—and, then—the long, 


satisfactory service of an honest 
Re-Nu-Vated job, creates repeat 
orders. 


All leading brands — expertly re- 
conditioned from brush to handle- 
grip—make easy sales. 

Write for our interesting price 

schedule 


241 W. 23 STREET 


YOUR TRADE IS HUNGRY FOR 


MILBERN VACUUM CLEANER CO. 


“Recreators of Vacuum Cleaners” 
NEW YORK CITY 


SELLING OPPORTUNITY OFFERED 


SALESMEN WANTED line of a 
ware, promotions and miscellaneous 
Calling on the appliance, hardware, furr 
jewelry and installment houses for th 
lowing territory: Baltimore and Washing 
Eastern Pennsylvania, South Jersey 
mington, State of Connecticut, Eastern 8 
Maryland and Delaware Liberal commiss 


F 


set-up Write giving experience and 

tory covered SW-610, Electrical Mer« 

dising. 330 W. 42nd St... New York, N. Y 
WANTED 


NEW CYLINDER VACUUMS 
Write to MAURICE SPECTOR 


SUPREME VAC. CL. STORES 
21 Beach St. Boston, Mass 


WANTED 

ELECTRIC REFRIGERATORS, 

and LAUNDRY EQUIPMENT 
Write, stating specifications, age, type, etc 
gardiess of condition). 
We buy all of the used units you may hare 
No quantities too large 

ACE REFRIGERATION 
Sales and Service Co 

21 W. 14 St. New York City, ‘. } 


i We're making only war 
materials now to hasten 
_ the day when we may 
_ $erve you again with 
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All-Metal Furniture 


Home and Car Radios 


_ Hot Water Car Heaters 
Bathroom Electric Heaters 
NOBLITT-SPARKS INDUSTRIES, INC. 
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Staying in Business 
CONTINUED FROM PAGE |6 


men seems to be to meet the competi- 
tion of war industries in the matter of 
salaries. The electrical industry has 
the advantage of offering permanence 
of work after the war as against the 
inevitable short time job in war work 
—and with comparable pay, the best 
of the men can frequently be persuaded 
to stick it out. 

Radio service has a_ particular 
problem, in that the government has 
sent out special appeals for radio 
trained men for service in sound de- 
tection, communications and undersea 
work with the military forces. The 
situation in San Diego, which is some- 
what of a center of aviation and naval 
activity, is acute. Unless the shortage 
of radio technicians can be averted, the 
time will shortly come when the cus- 
tomer cannot expect to obtain service 
on faulty equipment without weeks of 
delay. 

In order to meet the problem, San 
Diego has been endeavoring to stimu- 
late the vocational schools to prepare 
a new crop of radio service workers. 
The idea is to call upon the physically 
handicapped, the middle aged men 
with some electrical or technical ex- 
perience and upon women with techni- 
cal aptitude. People from these groups 
will be enrolled in the courses subject 
to qualifications determined by a com- 
mittee of the electrical industry. They 
will be trained under a combination of 
theory and practice to become helpers 
in service work—eventually to become 
full-fledged service technicians. 


Priorities 


To help clear up some of the con- 
fusion resulting from the changing 
government rulings, a competent 
WEB. official was present at the con- 
to answer questions. Over- 
emphasis on what they may not do has 
perhaps discouraged some dealers who 
need to be told what they can do and 
what still remains to them by way of 
opportunities. 

In summing up the results of the 
conference, J. Clark Chamberlain, 
manager of the Bureau stated his belief 
in the importance of keeping together 


ference 


a nucleus of dealers in business 
through the war period, because 


dealer, manufacturer, utility and cus- 
tomer alike will profit by such con- 
tinuity of service. Closer personal 
contact than ever before is needed to 
help dealers with individual counsel 
and encouragement. Says Mr. Cham- 
berlain: 

“No one can laugh off the rapidly 
mounting burden of doing business 
the way the government asks us to, but 
by means of clarifying information on 
priorities, regulations and changing 
conditions, by means of frequent visi- 
tation, and by demonstrating a real 
interest in trying to help the dealer 
ease some of his burdens, we will be 
contributing much to the solution that 
means everything to the electrical in- 
dustry as a whole. This is no time 
to decrease dealer activities of a con- 
structive nature. It’s time to go all- 
out in an effort to preserve for the 
future, as much as we possibly can, 
what is left of our structure.” 
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WORRIED ABOUT GETTING SPARE PARTS? 


EASY’S 
“WARTIME SERVICE PLAN” 
CAN HELP YOU! 


SEND FOR 


DEPT.M-9 WASHING MACHINE 
CORP., SYRACUSE, N. Y. 


they ROUBLE 


} 


CHROMALO 


ELECTRIC UNITS 


in various forms suitable for industrial use are put- 
ting the heat on Hitler and the rest of the Axis 
gang in war production plants everywhere. Mean- 
while Chromalox range units in thousands of 
homes may be confidently expected to hold the 
fort “for the duration”. 


We shall continue to do our utmost to take care of your service 
requirements on Chromalox electric range units. 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
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HIS Pearl Harborism,* uttered by a fervent 

Navy chaplain, will live in our school books 
long after today’s headlines and swaying battle lines 
have passed into history. 


It exactly expresses the unique combination of 


* the spiritual and the practical which is inherent in 


our national character. 


.. And America IS passing the ammunition. Starting with 


\an atrophied military explosives industry in 1939, the 


Production for Defense program had raised the rate of 
‘‘passing the ammunition’’ by 1400% at the time the 
chaplain spoke. 


> Since then, according to an official statement of Donald 
Nelson: 


‘Explosives and ammunition are being made at many 
times the rate of last year as newly constructed plants 
come into operation. TNT is being made at a rate five 
times that before Pearl Harbor. Smokeless powder is 
being produced at a rate almost twice that before Pearl 
Harbor. One new plant is making more TNT today 
than the entire explosives industry produced in peace- 
time and there are several of this type of plant.’”* 


'™ncendiary bombs are vital ammunition in the kind of 
war we are in. America’s chemical industry is far ahead 
of schedule in passing along that potent ammunition. 


Magnesium is part ammunition, part construction ma- 
terial. You know it’s now being taken from sea-water, 
but do you know that we are making at least 100 times as 
much magnesium now as we did in 1938? 


100-octane gasoline isn’t ammunition, but it’s handy 
to have around in a war, because bombers using this 
product of American chemistry can carry an extra ton of 
what it takes to win. 


Synthetic rubber is another necessity in passing the 
ammunition. The Chemical Industry faces the staggering 
job of producing more rubber than all the rubber trees in 
the world were able to pour into the American market 
prior to the war... 875,000 tons per year by 1944 is the 
goal. Those of us who have seen tank-factories and ship 


“Praise the Lord and Pass the Ammunition” 


yards grow faster than the corn-crops they replaced 
believe the Chemical Engineers of America will do the job. 

What is the secret of these amazing modern counter- 
parts of the frontiersman’s ability to turn from peace to 
war ? 


> One of the important answers is Chemical Engineer- 
ing. We just naturally have more men and more machines 


' that know how to make a molecule behave than any two 


nations on earth. 


Starting after World War I, our chemical engineers 
used the experience gained in guncotton factories to de- 
velop the vast peacetime Chemical Industry which gave 
you rayon, lacquer, transparent wrapping paper, plastic 
telephones, knockless gasoline, shatterproof glass, syn- 
thetic vitamins, laboratory-fathered medicines, plastic 
tips for your shoe laces, nylon hosiery, and thousands of 
other comforts to help you live a peacetime Life of Riley. 


This vast activity of making life more livable for peace- 
ful Americans had created an enormous pool of manage- 
ment and production men in our chemical industries. 


When war came, these men answered their country’s 
call, by rearranging their peaceful atoms into bellicose 
molecules that would explode, fly, float, shoot or stop 
a bullet. 


Today, fertilizer, salt, whiskey, rayon, even pine stumps 
are being turned into products of unrecognizable ferocity. 


>» When the war is over, it will be the imagination of the 
Men of Chemistry that will set our great new war-chem- 
ical plants upon a new era of peacetime fruitfulness. Even 
while the chemical engineer is breaking production rec- 
ords for war, he is planning for a peacetime production 
that will revert these molecules toward serving our daily 
lives. Chemical Warfare will become Chemical Welfare, 
through Imagination. 
* * 


In recognition of the miracle of war production— 
accomplished through the cooperation of American man- 
agement and labor with the W.P.B. ... this 7th in a 
series of newspaper advertisements is published by the 
McGraw-Hill Network of Industrial Communication. 


*Also title of Gene Lockhart's famous fighting song of World War Il 


McGRAW.HILL PUBLISHING COMPANY, Inc. 
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This advertisement appears 
jm in a group of newspapers on 
Wednesday, September 9, 1942 


oe ee e And pass the 


HEN an American gunner calls for 

ammunition, whether he wears a 
cross—like the chaplain in our newspaper 
advertisement—or a tattooed mermaid, he 
sets in motion the mightiest war-machine 
on earth ... American Industry. 


Knitting together all the industries of America, 
making it possible for them to turn quickly from 
peace to war, is the Industrial Press. 


When the gunner yells for AMMUNITION, 
industry yells for INFORMATION. It is the 
job of the industrial magazines to supply it. 

‘*What do we do when we can’t get stainless 
steel for a Toluol recovery plant?’’ 

‘'Which is the best section of the country for 
locating our new plant, considering power 
supply, bombing range and transportation?”’ 

‘How can we step-up the alcohol output of 
our stills, without using scarce metals?’’ 

‘“*‘What’s the best method of training 18,000 
green hands to get quick operating efficiency ?”’ 

These are typical of the questions that flow over 
the desks of our editors day after day. 

They keep nearly 900 McGraw-Hill editors 
and engineer-correspondents busy, making field 
calls, finding the best answer to each problem 


INFORMATION 


and reporting the results to management and 
production men. 


Industrial advertisers supplement this work 
by showing how their products meet specific needs. 
This constant interchange of information is 


part of the strength and adaptability of Ameri- 
can Industry. 


It is so important that executives are survey- 
ing their organizations to make sure that the 
supply of Industrial Magazines is adequate. 


If you would like suggestions as to how to con- 
duct such a survey, write to The Reading Coun- 
selor, McGraw-Hill Publishing Company, Inc. 


+ * * 


THE McGRAW-HILL NETWORK 


23 publications, which gather ‘‘war-news'’ from the 
“war-production-front’’ through a staff of 153 editors 
and 725 engineer-correspondents . . . More than 
1,000,000 executives, designers, production men and 
distributors use the editorial and advertising pages of 
these magazines to exchange ideas on war-production 
problems. 


THE McGRAW-HILL BOOKS 


Publishers of technical, engineering and business books 
for colleges, schools, and for business and industrial use. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


330 WEST 42nd STREET . NEW YORK 


THE McGRAW-HILL NETWORK OF INDUSTRIAL PUBLICATIONS 


American Machinist Coal Age Electronics Mill Supplies 
Aviation Construction Methods Engineering & Mining Journal Power 

Bus Transportation Electrical Contracting E. & M.J. Metaland Mineral Markets Product Engineering 
Business Week Electrical Merchandising Engineering News-Record Textile World 
Chemical & Metallurgical Electrical West Factory Management & Maintenance Transit Journal 


Engineering Electrical World Food Industries Wholesaler’s Salesman 
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Who Wants to Swap? 


The following letters contain an interesting proposal. 
These men believe that dealers would benefit if they 
could exchange, buy and sell merchandise or parts of 
which they have a surplus, also providing a market 
place where dealers going out of business could inform 
other dealers of what they have to dispose of. ELEC- 
TRICAL MERCHANDISING will be glad to act as an 
intermediary in this kind of an operation if our readers 
want it. We would be glad to have any dealer write 
us what he thinks of it, or send us notice of what he 


wants to dispose of. 


IRONER CABINETS 
To the Editor: 


\ suggestion—why not start a 
“Swap Column”? 

Selfishly motivated, it struck us as 
having enlarged possibilities under 
present conditions of changing dealei 
set-up, some going out of business, 
others expanding service set-up, ani 
some just overstocked with certain 
parts or accessories. 

For instance, we have a stock of 
cabinets for the L. B. 10 Hotpoint 
Ironers, but no ironers. O. K.—maybe 
we could swap these cabinets with 
some one who has ironers and who 
has something we need. (We don’t 
expect them to part with their stock 
of ironers and neither would we). 

Still another motive for this thought 
was our desire to acquire a_ single 
wheel trailer for use in servicing. 
Maybe some one who has closed up 
and gone into other endeavors has 
one they would like to unload. It has 
unlimited possibilities and might take 
up some of the slack in interest in the 
magazine for the “remaining” readers. 
After all, not much news, except bad, 
contained therein, if you get what we 
mean, and most of us know it or 
sense it before it comes out in your 
splendid publication. New products? 
What someone else is doing to in- 
crease business? Well, the best an- 
swer is, the August issue was all of 
32 pages long. Understand us, we are 
not “beefing” but endeavoring to sel! 
you on our idea of a “Swap Column” 
ior the electrical appliance business 
on a national scope. 

How about it? 
subscription yet! 


\nd don’t cancel our 

Keep up the good 
work and when and if Uncle Sam 
changes our address, we will notifv 
you so that we can keep posted. 
There’s a better day coming. 


J. W. MuLuern, 
Wahl’s Electric Home 
Bellingham, Washington 


WATER HEATERS 


lo the Editor: 

The other day I wrote a letter to 
several of my friends asking them if 
they knew where I could find some off- 
peak switches, either of Paragon make 
or General Electric. In order to pur- 
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chase these from the source of manu- 
facture I must have an A-1-J priority, 
which of course is out of the question. 

I find myself in the position of hav- 
ing more water heaters than I have 
off-peak switches. I thought perhaps 
some of my utility friends might have 
more of the switches than they have 
water heaters. 

The first thought I had was to star: 
a chain letter to go through utilities, 
having them list surplus stocks such as 
off-peak switches, or any line mate- 
rial, or anything else that would be 
available for use somewhere else. 

Then the thought occurred to me 
that it might be a grand idea for you 
to start a “Let’s Swap” column in your 
ELECTRICAL MERCHANDISING. 

Of course in the foregoing I have a 
selfish interest, hoping that I may ob- 
tain some off-peak switches. But I 
think with the days ahead that it is 
very possible that in the future unless 
we as utility companies get together 
in a group and exchange ideas and 
perhaps materials we might find our- 
selves in some very embarrassing situ- 
ations. 

Give the foregoing some thoughi 
and let me hear from you. 


Byron B. SPINNEY, 

The United Illuminating Co. 
Merchandise Sales Manager 
New Business Department 
Bridgeport Division 


2 
PARTS 


To the Editor: 

We believe at this time that you 
could be of great service to the appli- 
ance dealers by performing an un- 
usual service. A great many of 
the dealers, we assume, that do service 
are overstocked on some particular 
part that some other dealer may be in 
great need of. 

By carrying on a column listing 
what one dealer has in abundance an- 
other dealer may be in great need of, 
as we have on hand a great many parts 
that we may not need for some time. 

Practically all appliance dealers are 
subscribers to your magazine and | 
am sure that this column will be ap- 
preciated. 

N. Linpsvap, 
Electric Service Co. 
14 Brookline St. 
Cambridge, Mass. 
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